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VOICE of the TRADE 


HRARRY W. SCHACTER of Kauf- 
man Straus Company, Louisville, 
Ky., says: 

“T look for increased retail busi- 
ness because of general economic 
improvement, considerable restora- 
tion of confidence, the bonus, an- 





ticipation of increased dividends as 
a result of the new tax law, increase 
in employment and Federal expen- 
ditures. 

“T hope that not only all retailers 
but all captains of industry, as well, 
will realize that the continuation of 
our upsweep and the salvation of 
our economic order depends upon 
the increased purchasing power of 
the masses, and that they will do 
everything in their power, not only 
to maintain it, but to enhance it.” 


* * * 


-AN early Fall style report from 
Denver shows the call for blues 
to be much greater than the buyers 
provided for in their Fall pur- 
chases. The reason, says one, is 
that the women who bought all 
those blue suits in the Spring are 
still wearing them now. In the 
Spring they bought gray shoes to 


go with their blue suits. Now, for 
the second pair, they want blue. 


* * * 


AT the American Osteopathic 
Association meeting, one of the 
speakers, Dr. Philip Spence, showed 
what he claimed to be the only 
actual “glove-fitting shoe” in exis- 
tence. This shoe had been made to 
order . . . of very soft kid and 
allowed an individual space for 
each toe—exactly as a glove fits 
the thumb and fingers of a hand. 
A light sole extended forward 
under each toe. The shoe was a 
laced model, about ankle high. 

It cost him $50.00 to have it 
made and when he slips it on he 
can wiggle the toes, so flexible are 
they. Should he care to, he can 
wear it on long hikes. 








( ). 
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Dr. Spence passed the shoe 
around among delegates to the con- 
vention of the Foot Society of the 
American Osteopathic Association, 
to give them an idea of what he 
regards as the perfect shoe. 


J ACK EISENKRAMER of Eisen- 


kramer’s, Pine Bluff, Ark., writes: 
“Are women’s feet longer? Have 


Page 25 


you ever had a woman about the 
age of forty or so tell you ‘I wore 
a size 3 when I was married.’? Have 
these same women ever shown you 
a shoe they wore years ago or 
their grandmother wore, and no- 
tice how extremely small they 
were? 





“Notice their feet today. What 
a contrast! What has happened 
to their feet? Is it only their feet 
or is it the change or evolution 
that is happening to the human 
race? 

“In a recent article in the New 
York Times it was stated that the 
President’s wife is the tallest of 
any United States presidents’ 
wives, and smaller in the hips. 
A museum in Washington has wax 
statues of the Presidential wives, 
completely dressed in the original 
inaugurational clothes worn by 
these women. What a timely con- 
trast there is in the sizes of Martha 
Washington and Mrs. Franklin D. 
Roosevelt. 

“But what about the contrast 
in feet? Only five short years ago, 
we seldom carried a size above an 
eight in novelty as well as staple 
patterns. In fact, it was practically 




























impossible to sell or buy any 
larger than an eight. Today, in 
novelties as well as staple shoes, a 
size 9 AAA is almost as popular 
as a 6 B and many shoes are car- 
ried in stock up to 10’s and 11’s, 
even by some of the leading high- 
priced lines. 

“In practically every ad in the 
New York Times, we read about 
shoes in sizes 9, 914, 10, 1014, 11, 
114% and even 12’s—AAAAA to C 
novelty and staple styles. What 
a drastic change in buying shoes 
for the retailer as well as the 
manufacturer. 

“My own experience and anal- 
ysis indicates that women are ‘NOT 
ONLY TALLER, hips smaller, 
BUT THEIR FEET ARE LONG- 
ER, DEMAND LONGER SHOES, 
FLAT AND LOWER HEELS AND 
MORE STYLE.” 

- * * 
COMMODITY EXCHANGE, 
INC., in its Statistical Chart on 
Hides, says: 

“Total visible stocks of all cat- 
tle hides and leathers in all hands 
at the close of June advanced to 
17,941,000 as against 17,827,000 
on May 30, and 17,723,000 at the 
end of June, 1935. At the current 
rate of absorption of all domestic 
tanned cattle hide leathers, total 
visible stocks represent approxi- 
mately 10.7 months’ supply indi- 
cated at the close of May and 
10.0 months’ supply _ indicated 
at the close of June, 1935. 


The corresponding figure for the 
average of the 5 years, 1925 through 
1929, is 9.49 months’ supply.” 






MIONROE L. EINSTEIN of J. 
Einstein, Inc., New York, was play- 
ing golf with ay 9 Freydberg of 
Acme Backing Corporation and 
John Ayling, once and forever a 
shoeman, but now with the Cana- 
dian Consolidated Felt Company, 
Ltd. Among shoemen, Ayling has 
always been “tops” as a golfer. 
He made a 74 with a 7 and a 6. 

On one of the holes where Freyd- 
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STYLOCRATS 
\ buB —"STVLOCRAT” 








—We are living in an unconven- 
tional age... 

—In language, as well as in other 
forms uman expression. 

—So | feel that | am taking no un- 
warranted liberty with our mother 
tongue when | coin a new word... 

—STYLOCRATS 

—My hat is off to the Stylocrats .. . 

—Those brilliant young women in 
our midst who study, analyze, 
adapt and create the fashions that 
make American women the smart- 
est in all creation. 

—No up-to-date establishment is 
today without its Stylocrat or its 
Stylocrat-contacts. 

—A decade or so ago there was no 
such genus homo. 

—But today their influence is great 
throughout our industry . . . 

—And as constructive and stimulat- 
ing as it is great. 

—So, upon you Mistresses of Fash- 
ion lore | confer the Degree of 
STYLOCRAT... 

—Summa Cum Laude... 

—"With highest praise." 


Zeace 6 Teen 


President 





berg really had made a nice drive 
of over 175 yards, Einstein com- 
plimented him by saying: “Your 
drive looks like a niblick shot of 
John Ayling’s.” 


THE Pittsburgh Press cooperates 
with the shoe men of that famous 
shoe retailing city of Pittsburgh. 
with a full-page shoe promotion 
appearing in the Pittsburgh Press. 
consisting of twenty-seven shoes, 
one from each shoe store, picked as 
a leader for Fall selling. Then 
giant posters were prepared on 
salmon-colored cardboard, saying: 
“Fall in step with fashion. To see 
in Pittsburgh stores the recently 
arrived collections of footwear for 
Fall is to enjoy the thrill of know- 
ing how original the new shoe 
fashions are. 


* * 
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“A call to Court 7200—Exten- 
sion 31, brings the names of the 
stores displaying these shoes. Or 
write to Charlotte, Pittsburgh 
Press.” 

The promotion is the work of 
Harry D. Ward of the Display Ad- 
vertising Department. 


* * * 


‘SW HAT INDUSTRY MEANS 
TO AMERICA” is told in 100 
pages of four-color illustrations 
and text by Factory, a business 
paper of management and main- 
tenance; and we quote a signiifi- 
cant page: 

“Great-Grandfather Always Had 
His Boots Made to Order: The 
village shoemaker cut the uppers 
from calfskin, carved bottoms out 
of oak-tanned cowhide, charged 
$1.75 for the boots. He got paid 
for his work out of the difference 
between what the materials cost 
and the $1.75. 

“Nowadays shoes are bought off 
shelves in stores. But the shoe- 
maker still is paid for his work 
out of the value added to the raw 
materials. It happens that the av- 
erage worker in the factory always 
has received about the same pro- 
portion of this added value. 

“For instance, in 1899 the value 
added in factories was $1,025 for 
each worker. Out of the $1,025 the 
worker got $426. 

“Thirty years later, in 1929, the 
value added in factories had in- 
creased to $3,603 for each worker. 
The average wage was $1,316. 

“We find that workers have been 








getting an average of 40 per cent 
of the value added in factories. 
As the factories improved their 
equipment they were able to add 
more value to the efforts of the 
workers. As this value went up. 
the workers’ 41 per cent amounted 
to more and more in the pay en- 
velope. 

“Only when more is made, then. 
can workers get more. Their share 
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depends upon their output. Their 
output and therefore their incomes 
depend upon the improved ma- 
chines and tools the factory pro- 
vides for them to work with.” 


* * * 


**ENDICATIONS for a good Fall 
trade are very bright, for there is 
not only more spendable money 
but there is a more contented feel- 
ing about our customers as a 
whole,” observes J. J. Cheevers, 
manager of the Hanan store in Los 
Angeles. 

Early interest in cordovan col- 
ored calf oxfords on the part of 
the men means that these shoes are 
in for a profitable season. Heavy 
double soles, some with wing tips. 
but mostly with straight tips, will 
be the number one seller. Next in 
importance will be a lightweight 
mellow brown grain. Full brogue 
lasts will outsell all other types 
by far. Relative to women’s shoes, 
Mr. Cheevers said: “This year in 
Los Angeles, the kid leathers will 
follow the suedes. Black and 
brown kid trimmed with braid or 
patent piping will be so smart 
that the trade will not be able to 
resist them. These glazy black 
satins which promise to be so pop- 
ular will mean that our patent 
opera pumps will show added 
strength. Patent operas start to 
sell here the first of September 
and for this season we are looking 
for a good* medium business on 
them.” 

* * * 
WE point with interest to the 
cartoon in this corner by George 
Pollock of Miami, Florida. A year 
ago we received some very crude 
cartoons from him, indicating a 
desire on his part to develop a 
talent which he thought he had. 
It seems he had been in poor 
health and had to relinquish his 
job as store manager with the 
Melville Shoe Corporation. That 
institution had kept him on a 
modest salary all through his ill- 
ness and may be doing so now for 
all we know. Mr. Pollock writes: 

“TI haven’t as yet recovered my 
health sufficiently to return to my 
job, so have plenty of time to 
pursue my efforts as a cartoonist. 


1936 


As you pointed out in your letter 
some time ago, the whole strength 
of the cartoon is in the punch in 
the picture, plus a nifty caption. 
I have tried to perfect myself in 
drawing technique. Have studied 
photo-engraving reproduction and 
have never abandoned hope of pro- 
ducing something that you would 
consider worthy of publication in 
the Boot anp SHoE ReEcorpeR. 
The attached cartoons represent my 
new bid toward obtaining that 


goal.” 
* * 


Kes .s 


F.D. CORLEY, president of Mar- 
shall Field & Company, Chicago, 
gives five reasons why he antici- 
pated an accelerated retail turn- 
over during the Fall. 

“My reasons are (1) I think busi- 
ness is better generally; (2) People 
have a more hopeful attitude toward 
life; (3) More corporations will 
be paying dividends, putting more 
money into circulation; (4) Prices 
are in the main firm. There is no 
need for awaiting lower prices: 








(5) New homes must be furnished 
and old ones refurnished.” 


* * * 


CHINA sent nearly 900,000 goat 
and kid skins during one month 
of 1936, and India about 700,000, 
and Brazil about 500,000—while 
Ethiopia (with a war on its hands) 
sent about 150,000. 

And these skins, together with 
millions of other pelts, will find 
their way into shoes to be sold 
by stores in the routine way, with 
scarcely more than a corporal’s 
guard giving any thought to the 
commercial geography of supply. 


* * * 


**SEE your dentist twice a year. 
Consult your doctor frequently. 
Come to Green’s for Children’s 
Shoes,” is a window card which Abe 
Greenberg says causes more com- 
ment than any other he has used 
in his three Los Angeles children’s 
shoe stores. 

Boot AND SHOE RECORDER 
pledge cards relative to the care 
taken in fitting children’s feet also 
play an important part in causing 
thought parents to consider this 
store as a satisfactory place in 
which to be served. 


"Something in heavy puttees. We're playing bridge again tonight." 





WANTED... 
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NEW BLOOD 


Why Shee Retailing Needs 
@ Transfusion of Courage, 
Initiative and Brains Lest 
Competition of Other Indus- 
tries Leave a Pittance in 
Place of Real Worth-while 


Profits for Shoes 


THE retail shoe business needs a blood transfusion. 
Confronted by fashion changes that often take it vir- 
tually unawares, labor problems that haunt it, location 
problems. that multiply annually, manufacturing re- 
sources that have diminished in numbers, increased 
competition from department stores and the persistent 
survival of marginal concerns, it needs more blood 
and less iron. By every rule of reason and economics 
it should be healthy. Its product can be classed as a 
necessity of life. Every man, woman and child in the 
United States is a customer. Why, then, is shoe retail- 
ing—or such a considerable sector of the business— 
unprofitable and anemic? 

Ours is an industry with an amazing affection for 
tradition—especially the time-worn philosophy that 
there is nothing new under the sun. Consequently, it 
still travels the backwoods path, leaving to more 
progressive enterprises the broad new highways. The 
main spring of modern business progress is research. 
Applied, first in the conquest of nature, research has 
given us metals, fuels and power. In transportation 
it has made possible the modern automobile, airplane 
and steamship. Applied to communications it has 
produced the telephone, telegraph, wireless, radio and 


iy 


television. In the human field it has 
ology, psychology and the newer hu 
search has precipitated a world that is)go 
that nothing in it could remain unch ‘ 

What has research given the retail” shoe business. 
to keep it abreast of this rapidly changing world? 
Has the retail shoe business so much as given it a 
chance, or even a thought? Shoe retailing has a habit 
of saying: “Our business is different.” But is it? 
Research, essentially, is a process of fact finding, 
classification, analysis and interpretation. The ad- 
vances made in research technique make it incredible 
that among the many functions of shoe retailing, price 
lining, buying, stock control, selling, advertising, win- 
dow display, location selection, personnel relations, no 
improvement could be made through organized re- 
search. The experience of every progressive industry 
in America refutes such a contention. But the applica- 
tion of scientific research to shoe retailing will take 
fresh courage and a new viewpoint. 

Nor is the absence of research the only scientific 
flaw in shoe retailing. Faulty organization has turned 
large sectors of it into a veritable no man’s land, or, 
perhaps, we should say every man’s land. And the 
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unfortunate department heads located somewhere be- 
tween the thrones and the sidewalk, are caught in the 
cross-fire. Shoe retailing has much to learn about 
organization. The job precedes the man, or should. 
Authority arises out of function, and is limited to that 
function, or it shou} be. Responsibility goes with 
authority, not without A title on a glass door is a 
commercial identificatigg , not a search warrant. 
A new trinity of Ap n—function, clear cut 
authority and Sf V4 responsibility must replace the 
 petsiling—dnplication, interference 
is may be bad for posterity. It. will 

and efficiency. 


Mong competitors, and in the eyes of their own em- 
floyees. This will require clear-cut policies that point 
constantly in the direction chosen. These policies must 
be put in writing, transmitted and interpreted to the 
people who are carrying on the daily operations of 
the business. 

In a fashion business it may be necessary on oc- 
casion to live a day at a time. But, fundamentally, the 
retail shoe business needs the survival protection of 
sound long time policies. It would have less quality 


alll Ma 


depreciation, less reliance on price, fewer failures 
among its resources, fewer labor disputes, greater finan- 
cial stability and that indefinable quality it calls 
“punch” in its advertising, if it had less opportunism 
and more long time thought. 

Lacking the stimulus of research, the stability of 
policy and the efficiency of organization, shoe retailing 
has relied on imitation—the curse of the business. It 
has thereby produced an unusual situation. 
shoe organizations compete the more alike they be- 
come. And the harder it is for the customer to 
discover any recognizable difference between them. 
Nothing has escaped this blight. It has included mer- 
chandise, window displays, advertising and_ store 
design. In fact, everything that is apparent to the 
customer. One has only to walk through Thirty-fourth 
Street in New York, West Lexington Street in Balti- 
more or Main Street in almost any community of any 
considerable size to discover this. 

True, imitation has not been confined to the shoe 
business. Automobile manufacturing, the most pro- 
gressive business in the country, has its share. There, 
however, they duplicate progress produced by re- 
search. It is one thing to imitate in an ascending 
spiral. It is another to go ’round and ’round in a 
stagnant circle. Perhaps that is why shoe retailing 
has made no apparent advance since the birth of 
direct manufacturer to customer selling introduced by 

[TURN TO PAGE 52, PLEASE] 


The more 


by A SHOEMAN 


Who found his greater future else- 
where but writes this last word and 
testament for the possible good it 
may do. Needless to add, his frank 
and fearless diagnosis need not 


frighten the sound and healthy. 














AND SHOE RECORDER, September 5, 1936 





ALONG THE DROUGHT 





ENTENSE heat and lack of moisture have subjected 
the Dakotas, western Iowa and Nebraska to the most 
protracted period of excessively high temperatures 
and aridity known to have existed in that area. 
Weather bureaus at Sioux City and Omaha recorded 
temperatures in the month of July higher than any 
previously attained for that month, In other words, it 
was the hottest July in recorded history in those 
important centers. 

Despite the heat, and regardless of the severe 
drought, business is still being conducted, retail stores 
report increases in sales, and the merchants look for- 
ward to a profitable Fall trade. While some of the 
merchants in the small towns are failing to order com- 
plete Fall stocks, the key cities recognize this as their 
opportunity to attract outside business by carrying 
complete lines of shoes. 

Sioux Falls is the largest city in the Dakotas, and 
is the manufacturing, wholesaling and financial center 
of South Dakota. It is one of the largest distributing 
points in the United States for farm implements, and 


most of the -general insurance agencies for the state 
are there. It has a meat packing plant employing from 
1300 to 1600 people, and which has employed as high 
as 3000. 

Retail business showed a 12 per cent increase in 
Sioux Falls during the six months ending August first, 
over the same period last year. Sales of farm equip- 
ment this year have exceeded 1935 by 25 per cent, and 
up to the first of August there were one-third more 
automobile sold in Sioux Falls than were sold in the 
same period last year. 

Sioux Falls has a natural trade territory reaching 
100 miles to the east, north, west and southwest, upon 
which the city is dependent for its prosperity, and the 
city merchants expect business to be close to normal 
this Fall, despite the devastating drought of July and 
August. 

June first a bumper crop was in prospect, but in 
July when the corn does its tasselling, and needs cool 
weather and a little moisture, the heat cut the yield 
to a small fraction of normal. Late corn, which had 
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The Amazing Anomaty of Business Advanc- 
ing Steadily in the Face of Apparent Dis- 
aster — Surveying the Effects on Retail 
Trade, and the Shoe Trade in Particular, 
of the Most Protracted Period of High Tem- 
peratures and Aridity in the Memory of 


the Great American Mid-West. 





by ALBERT WHIPPLE MORSE JR. 


Editor’s Note: Mr. Morse is making a rapid journey through 
the drought area and writes the results of his own observa- 
tions and interviews with merchants for the benefit of Boot 


and Shoe Recorder readers. 


FRONTIER 


not reached its tasselling period in July, will give a 
better crop. 

Normal rainfall in the city of Sioux Falls is 25.5 
inches a year, and up to August 15 the precipitation 
had reached 20.15, with a good prospect of exceed- 
ing the normal before the end of the year. 

Alfalfa, corn, barley, oats and rye are the chief 
crops in the Sioux Falls area, and cattle, hogs, milk, 
butter and poultry are responsible for a large part 
of the farm income. The first alfalfa crop, harvested 
June first, was a bumper crop, and provided a large 
supply of feed to offset alfalfa failure in July. 

Farmers are receiving substantially higher than one- 
third more for their barley, oats and wheat, at Sioux 
Falls, than was paid for the same grades of grain dur- 
ing the 1934 drought. 

J. R. Devers, treasurer of Devers Shoe Co., Sioux 
Falls, describes his May business as wonderful, June, 
the same as a year ago. July was their sale month, 
with white stock placed on sale as early as July 6 
to make way for Fall stock. 


Women’s shoes at Devers range in price from $5.00 
to $6.50 on the street floor, with $3.95 shoes in the 
Lasement. Boys buy pairs at $4.00 and $5.00, while 
the men’s stock is double that in price. 

“It’s easier to sell a man high-priced shoes than it 
is a woman,” Mr. Dever says. “The man with a fair 
income will buy a good pair and wear them a long 
time, whereas the woman wants several pairs, and 
can’t afford two at $6.50, so she buys three at $3.95.” 

A house which has an established reputation can 
sell any shoe which it features, in the opinion of G. O. 
Hostetter of Weéatherwax’s, Sioux Falls, who declares 
that people are becoming more style-conscious, and 
more size-conscious. Instead of specifying a definite 
size, and refusing to consider other sizes, as was former- 
ly the case, customers now ask for “the shoe that fits.” 

“With a great many people, the depression always 
was purely a mental condition,” is the assertion of 
Mr. Hostetter. “Men who wore high quality shoes 
prior to 1929, and who went down to $5.00 in their 
standard, are much easier now to sell on shoes rang- 
ing from $6.50 to $8.70. A lot of men had enough 
money all the time, but thought they should be con- 
servative in spending it. Men are conscious of the 
fact that a better shoe gives a better fit.” 

Mr. Hostetter carries a normal, complete stock, be- 
cause people like to go where they can make a good 
selection of shoes. 

An average mean temperature of 87.2 degrees for 
Sioux City, Iowa, during the month of July exceeded 
all previous Julys since the weather bureau was 
established in that city. Since late in June, Sioux City 

[TURN TO PAGE 61, PLEASE] 
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When 35 Million Women See A Movie 
FASHION TRIUMPHS 


WV OMEN are more and more interested in fashion as 
fashion. 

A few years ago a house dress, a pretty afternoon 
dress and an occasional evening gown were considered 
an ample wardrobe. Now two potent influences are at 
work exerting great influence in correctness in costum- 
ing. 

Women are taking a decidedly active part in sports, 
in business, in politics, and in addition to the broader 
aspects of life as a whole. Their interests are more away 
from just home, club and social life, consequently they 
have far greater use for more kinds and types of clothes 
than previously. 

It is truly a woman’s day. It is getting much more 
so steadily. With women having so many active inter- 
ests, their visions are broadening. 

Hand in hand with the obvious need for more types 
of clothes and how and where they should be worn, 
comes the moving picture industry subtly telling these 


GWENN WALTERS 
WHO WILL SPEAK AT THE 
SPRING STYLE CONFERENCE 
NEW YORK, SEPTEMBER 14 


Exactly three years ago Gwenn Walters decided fashion work 
to be a more exciting and worthwhile career than playing the 
part of a society girl. Instead of using connections and influ- 
ences, a planned program which consisted of starting at the 
bottom of all the several branches of fashion work was mapped 
out. 

Every contributing part of fashion work was studied at its 
source, so that no loophole of actual experience might be left 
open. 

Designing was studied at Charlette’s and at the Chouinard Art 
Institute. A position in Bullock’s in selling gave the basis for 
understanding the handling of the youthful figures. Then a 
period at The May Co., Los Angeles, in the French Shop, was 
devoted to studying the angle of the more matronly women of 
means. 

Following that training, practical designing in ne of the bet- 
ter dress manufacturing establishments in which selling to the 
trade was included. 

Then with all this intensive groundwork came _ positions. 
“Movie Mirror” offered the job of Hollywood Fashion Editor, a 

which is still held. So, for the past couple of years, Miss 
alters has dressed and photographed the leading cinema stars. 
As fashion director of the style shows held in conjunction with 
the Santa Anita races, at which the I. Magin Shops of Southern 
California were featured this last season, Miss Walters comes 
in contact with the leading sporty society people of the country. 

A call to become fashion editor at the Columbia Pictures the 
first of the year proved to be more attractive than one to be 
fashion advisor at one of the leading department stores. 

That brings this sketch to date, but it should be said in post- 
script Miss Walters holds the position of associate instructor at 
the Chouinard Art School; was first girl vice-president of the 
famous Hollywood High School; was ever interested in high 
school and college dramatics; won a Texas state-wide debating 
championship during college, and, strange to relate, majored in 
law, only to discard it eventually in favor of fashion work. 


By GWENN WALTERS, 
FASHION EDITOR 
COLUMBIA STUDIOS 


women just how other women look their best under 
everyday conditions. 

It is estimated that 35,000,000 women will see one 
movie against a possible 35,000 who may read a smart 
fashion magazine. These women will not only see the 
actual clothes models, they will see how the clothes 
should be worn, and on what occasions—quite a vital 
point. 

All branches of the women’s dress industry—and | 
use ‘the term “dress” in its broadest sense to include 
everything from hat to shoes—have stepped up wonder- 
fully in the past few years to meet this demand for 
more and better costuming on the part of the American 
women. 

The American dress market has so widened its scope 
that it is at last beckoning to these shores the leading 
textile and trim creations of Europe, which means the 
dress manufacturers of this country will soon have at 
hand the fundamental elements of inspirational crea- 
tions—exquisite fabrics and artistic novelty trims. 

Hollywood’s willingness and ability to procure the 
exclusive services of some of the best clothes designers 
is gradually concentrating fashion work in this part of 
the world. Demand has forced foreign manufacturers 
of fine textiles and artistic trims to work with us far in 
advance of their normal seasons, so that we are really 
getting the tools with which to work successfully. 

This foreign supply situation is only one phase of the 
lashion situation. American textiles and trimmings are 
fashioned right. Garments made in this country are 
so well made that any woman can get fitted without 
going through the tedious fitting procedure of the for- 
eign houses. American dresses are styled right for our 
requirements. 

Corresponding strides have been made in the leather 
and shoe industries. Splendid research by the Ameri- 
can tanners has given the world some wondrous leathers 
in keeping with the ever-changing fashion movement. 
American shoe manufacturers have stepped up their 
product so that shoes now rank a most important cos- 
tume accessory. This latter is most evident by the atten- 
tion being paid to proper footwear by thoughtful direc- 
tors and designers in the motion picture industry. 

It is an undisputed fact more Parisian designers are 
looking to Hollywood for inspiration than Hollywood 
designers are looking to that fashion center. 
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THE primary motive which actuates most men to 
embark in the retail shoe business, is to make money. 
The shoe merchant invests his time, his energy, his 
brains and his capital in order that he may make a 
profit on each of these investments. So much we know 
and recognize, and many men doing the same thing, 
make a shoe industry. 

What about the primary motive which actuates the 
public to come into a shoe store? The public invests 
its time and money in the hope of getting satisfac- 
tion in shoes. We want that habit to continue, but there 
are signs of change. The public is beginning to be- 
lieve that it can get shoes in places other than shoe 
stores and shoe departments. It discovers shoes on 
the counter and in many places where shoes are just 
an incident in the volume of the business transacted. 
If the public continues to consider shoes as just another 
item, of package-goods, why then, the ultimate of that 
reasoning is obvious. 

On or about Sept. 5, the date of this issue, the 
shoe industry begins planning for next Spring and 
Summer. The Summer cycle in shoes is very impor- 
tant, for it means a greater diversity of use, greater 
selectivity of types of shoes and greater numerical pair- 
age. Whether it is to be a shoeman’s Summer or every 
merchant’s Summer is something that should be con- 
sidered. Numbers of pairs mean nothing, because oil- 
cloth factories are now turning out sandals by the tens 
of thousands daily for over-the-counter selling. Shoes, 
as we recognize them, have more substance, more pur- 
pose and more importance. 

In recent years, substantial Summer shoes have de- 
creased in price mainly because the public developed 





THE RECORDER’S PURPOSE 


Getting More Shoes Sold Right: not only “more” but “right”; sold for 
_ the right purpose, to the right wearer, in the right fitting, for the right 
price, at the right profit. This is the great problem of the shoe merchants. 
The chief purpose of the Boot and Shoe Recorder is to help solve it; for 
this is the basic problem upon which depends the progress of the indus- 
tries relating to shoes and leathers; their production and distribution. 


All Shoe Men Have a Common Fellowship 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


a feeling that seasonal shoes were not subject to as 
much wear and use and it would be more economical 
to pay less for them. Of course, there is a great deal 
of error in that thinking, because Summer shoes are 
given much more friction abuse and if there are any 
arch principles or corrective features in the year-round 
shoes, their absence during the Summer cycle leaves 
the wearer in a poorer foot condition than ever. 


The problem is to sell the public the idea that 
shoes must come out of a shoe store or shoe 
department, to be proper footwear for human 
use. The public must be told that the shoe man 
is the natural selector of merchandise for his 
community. He is the most important part in the 
entire system of foot service. The shoe man has 
the experience with feet, the knowledge of foot- 
wear, the purposes of leathers and materials used, 
and is commercially-professional in his attitude 
towards foot service. What the shoe man has to 
sell is himself, his experience, his judgment— 
plus his ability to select in time and in fashion 
what the public wants. That service is worthy 
of a price and a profit. 


All over this country of ours a lot of experimenta- 
tion is going on that is not for the ultimate good of 
the public. The public, instead of going to regular and 
professional doctors, goes to free clinics, drug stores 
and neighbors for medical advice. The medical pro- 

[TURN TO PAGE 55, PLEASE] 













Left, The Whitney, No. M4743, Brown Crocodile Calf. Right, The Gordon, No. M4726, Martin’s Tan Handcraft Calf. 


“Every Customer is a Salesman 
for Frank Jarman Custom Shoes” 


E ARE backing your Frank Jarman Custom line to the limit, and for a 
very good reason. These shoes have done more than meet with the en- 
thusiastic approval of our customers, they have actually made salesmen out of 
them. A large percentage of our daily turnover comes from men who learned 
about Frank Jarman style and value from other Jarman wearers before they came 
into our store. It means real profit for us to feature Frank Jarman Custom Shoes.” 


UM Mang 


Stiening & Collette 
Atlanta, Georgia 


a 
Prank flarman Castem Shoe +622 


JARMAN SHOE COMPANY, NASHVILLE, TENN. °¢ Division of General Shoe Corporation. 


Starting Sept. 15, Jarman “Portraits in Harmony’”’ will be broadcast full half-hour each week over NBC Coast-to-Coast Blue Network. 
Six new Packards FREE, 
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WRITE FOR TUPPER’S CATALOG 





a portfolio of 


Business Builders! 
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FOOTWEAR bes juid foe CFracious hiving { 
« Pottolic of Sighs from TUPPER+ INC. | 
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Tupper quality has gone ahead constantly year 
after year. And in 1936, we firmly believe we 
have reached a new height in the perfection of 
our product. Today, we know that the most 
exacting merchant will be more than merely 
satisfied with Tupper quality. 


And here is the entire famous Tupper line — 
completely pictured and minutely described. 
Dozens of slippers and sandals, gorgeously 
styled and beautifully built. They're all illus- 
trated in the Tupper Portfolio of ‘Footwear 
Designed for Gracious Living." 


Write us for your copy today. 


TUP PER, | NC. 352 FOURTH AVE. NEW YORK CITY 
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“IT” FOR SUEDES 


A Sensational Stick Cleaner 
In A New Applicator Case 


“IT” has every feature necessary for a successful 
suede shoe cleaner. “IT” is a quality item, easy 
to apply, streakless, scratchless, compact and effec- 


tive, yet it retails for 25¢. 


There is no chalk in “IT”, or plaster of Paris. It 
has a fine, uniform texture, and is pressed into 
shape, not poured. “IT” preserves the nap and 
keeps suede shoes always at their best. “IT” may 
be carried in the purse or pocket, and is always 


ready for use. 


The new metal package is a complete applicator, 
with an emery and a felt buffer. “IT” is available 
in smart fall shades. Ask us for a color chart and a 
sample of this indispensable suede shoe cleaner. 


Prepare for fall suede sales! 


“IT STICK is a suede stick, but all 
suede sticks are not IT STICKS.” 











It Shoe Polish Co., Inc.—Baltimore, Md. 
Please send us your color card of 


IT STICK. 





IT SHOE POLISH COMPANY, INC, | Retait Merchant 
111 N. GREENE ST. BALTIMORE, MD. 





We buy our find- 
ings supplies from 
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Brilliant Program Pianned for Conference 
with General Meeting and Fashion Presen- 
tation on Opening Day, to Be Followed by 
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L. E. LANGSTON, Manager N.S.R.A. and Gen- 


eral Chairman of Style Conference. 


Sessions of Style Committees Tuesday 


conference, the most important of these being a com- 
plete reversal in the order of procedure by which the 
general open meeting, with addresses and fashion 
presentation, will be held on Monday, the opening day, 
instead of on the second day as heretofore. Tuesday 
will be-devoted this time to the sessions of the several 
style committees, which previously have been held on 
the opening day of the conference. 

Another innovation that promises to add interest to 
the conference will be a presentation of Spring fash- 
ions in costumes and footwear, through the cooperation 
of Columbia Pictures Corporation, Inc., and Boot 
AND SHoe Recorper, under the direction of Miss 
Gwenn Walters, fashion editor for Columbia Studios. 
This presentation by Miss Walters, which will show 
costumes and footwear expressly for the occasion, will 
be the concluding feature of Monday’s general meeting. 

L. E. Langston, manager of the National Shoe Re- 
tailers Association, will open the conference on Mon- 
day morning at 10 o’clock on the Starlight Roof at 
the Waldorf, and introduce President Louis F. Tuffly, 


Shoe Men to Chart a Style Course 


BRETAILERS, manufacturers, tanners and representa- 
tives of all branches of the shoe and leather industry 
will meet Monday and Tuesday, Sept. 14 and 15, at 
the Waldorf Astoria in New York, for the semi-annual 
Shoe Style Conference, held under the sponsorship of 
the National Shoe Retailers Association. The purpose 
of this particular conference is to develop a style pro- 
gram, covering men’s, women’s and children’s shoes, 
for the Spring and Summer season, 1937. As usual 
the conference will be held in conjunction with the 
Opening of American Leathers for Spring by the Tan- 
ners Council of America. 

The Style Conference is an established institution in 
the industry and twice a year attracts prominent shoe 
men from all sections who are keenly interested in ob- 
taining an advance picture of the footwear fashions 
for the coming season. Indications this time point to 
an even larger attendance than usual, according to 
letters received by Manager Langston, of the National 
Shoe Retailers Association, from merchants, manufac- 
turers and others. 

A number of important changes have been made in 
the general plan and program for the coming style 


ERNEST J. SMITH, buyer and manager of 
men’s shoes, John Wanamaker’s, New York— 
Chairman, Men’s Style Committee 


of the National Shoe Retailers Association, who will 
give a brief address of welcome. He will be followed 
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by Merrill A. Watson, executive vice-president of the 
Tanners Council of America, under whose auspices the 
Leather Opening is being held. George H. Mealley, 
chairman of the Color Committee of the Tanners Coun- 
cil, will speak on “Color.” 

Elizabeth Ambrose, associate editor of Harper’s 
Bazaar and well-known to shoe merchants through 
her former connection with the leather industry, will 
discuss the fashion outlook as seen by her publication, 
devoting a part of her talk to the immediate future 
and the rest to Spring and Summer. 

Kathleen Howard, fashion editor of Photoplay, a 
film publication, will talk of fashions from a Holly- 
wood viewpoint. 

William H. Weintraub, of Apparel Arts, will dis- 
_ cuss fashions in men’s clothing for Fall and Winter, 

as well as trends and influences for the coming resort 
vand Spring seasons. The relation of these style trends 
to men’s shoes will be covered in detail. 

On Tuesday, the second day of the conference, the 
men’s, women’s and children’s style committees will 
assemble at 10 o’clock in the Jade Room for a joint 
meeting. L. E. Langston will open it and F. Paul Riley 
will preside. George H. Mealley, of the Tanners Coun- 
cil, will be the first speaker and will explain in detail 
the leather colors for Spring, as adopted by the Tan- 


for SPRING 


ners Council, on the basis of recommendations by the 
Textile Color Card Association. 


F. PAUL RILEY, executive manager Walk- 
Over Retail Stores, New York City—Chairman, 


Women’s Style Committee 


National Shoe Retailers Association to 

Hold Spring Style Conference at Waldorf 

Astoria, New York, September 14—15, in 

Conjunction with Opening of American 
Leathers by Tanners 


Following the address of Mr. Mealley there will be 
brief, five to seven minute, talks by the following styl- 
ists: Miss Pauline Morgan, whose topic will be 
“Color”; Miss Kate Arlene Goldstein, “Material”; Miss 
Rhea Nichols, “Patterns”; Miss Hilda Rau, “Treat- 
ments,” Miss Ruth Kerr, “Lasts and Heels”; Jessica 
Daves, “Costumes.” 

After this general meeting, the several style com- 
mittees will convene in their respective meeting rooms, 
the women’s style committee presided over by Paul S. 
Riley of Walk-Over, New York, chairman; the men’s 
committee, under the direction of its chairman, Ernest 
J. Smith of Wanamaker’s, New York; and the children’s 
committee presided over by John H. Downey of Hutz- 
ler Brothers, Baltimore. The committees will be pro- 
vided with a definite working procedure to be used in 
the formulation of their reports. 


JOHN H. DOWNEY, buyer and manager— 

men’s, women’s and children’s shoes, Hutzler 

Bros., Inc., Baltimore—Chairman, Children’s 
Style Committee 
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by Meez SHOES FOR MEN 


ADVERTISED, 


and in the right publications 
—magazines that reach men 
with money to spend—maga- 
zines that have already 
proved their ability to sell 
feature shoes to their read- 
ers in profitable volume! 


Styl-EEz shoes for men have 
all the elements for building a 
successful and profitable vol- 
ume of sales. They are styled rightly. They 
are uniformly well made of the finest leath- 
ers. They represent excellent value. They 
have the superior three-point corrective 
features that win and hold sales. They offer 


the retailer a satisfactory profit margin and © 


they are being nationally advertised in the 
country’s leading class publications, of 
which four are shown above. 

We know shoes—we know style—we have 


the reputation for turning out the finest 
looking models in the business. They have 
kept our factory running at capacity all 
through the depression. And we have al- 
ways made good shoes—honest all the way 
through—of first grade leathers, to give 
service and lasting satisfaction. It has been 
aptly said that every Wall-Streeter shoe is 
a salesman’s sample. 

An exclusive franchise is still available 
in many localities. May we suggest that 
you write us as soon as possible and ask to 
see the new line. No obligation. 


WALL-STREETER SHOE COMPANY 


gums North Adams . o Ge « « «Meas. GE 
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Again. AIRZST ht BE) V, 


| happened! The new dramatic Air Step advertising 
campaign has broken .. . packing a bigger selling punch 
than ever before. Already it’s sending new customers into 
- Air Step stores. Already, Air Step’s sensational sales record 
for Spring is being challenged! Rest on our laurels? No, 
sir! With smarter styles, with even more convincing adver- 
tising, with a “Magic Sole” which can be demonstrated 
dramatically right in your own store, Air Step speeds ahead 
to new sales records. Are you one of the shoe retailers who 
has shared in the remarkable profits from Air Step sales? 
It’s now too late! Get in now on the Air Step line for Fall. 
A wire or letter will bring an Air Step representative with 
samples and the whole amazing story. 


Priced to yield a worthwhile mark-up at $5.50 


Wwswd Dao)e Gousgesay 


Manufacturers, St. Louis 


One look and they try itl Also manufacturers of Air Step Shoes for Men, 
Brownbilt Shoes for Men and Women and 


. One step and they buy itl Buster Brown Shoes for Children. 
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Q@NE of the most significant things developed by the 
Olympics in Berlin was the victory of Kitei Son of 
Japan in the marathon, in which the victor wore a new 
type of running shoe, with a separate compartment for 
the big toe. 

For centuries, the ‘Japanese have worn sandals with 
a thong separating the big toe from the rest of the 
toes. Hosiery also had a similar division and separa- 
tion for the big toe from the rest of the digits. 

In the longest race of the Olympics, the historic 
marathon, the distance run is over 26 miles. The 
Japanese have been competitors in the Olympic mara- 
thons only in recent years, whereas in America, we 
have had marathon races for close onto fifty years. 
The Finns proved their long distance abilities in the 
Olympics in Paris, Amsterdam and Los Angeles, but 
the race this year was practically a Japanese event. 

The Japanese runner, wearing the new pocket-toe 
sprinting shoe, came in first. An English runner, wear- 
ing a padded tongue running shoe, that had almost 


hours, 20 minutes and 19.2 seconds. 
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Kitei Son, a Tokyo student, winning the 
Olympic Marathon in the record time of 2 
hours, 20 min., 192 sec. He wears a special 
compartment for his big toe. Second in the 
event was Ernest Harper, 


Not in the least upset by his exertion, Kitei 
Son, 120-lb. Tokyo student, enters the Olym- 
pic Stadium by the Marathon Gate to win 
the historic event in the record time of 2 







1936 





The 


Big Toe Wins 
The 


Marathon 


the appearance of a kiltie tongue, came in second; and 
a Japanese, wearing what seems to be a fabric tennis 
shoe, came in third. . 

In a previous issue we showed how shoe men had 
contributed to the improvement of the short dashes— 
100, 200, 400 and 800 meter runs. In these races the 
American runners are invincible. The next Olympics 
will be held in Tokyo and if the progress made by the 
[TURN TO PAGE 63, PLEASE] 


of England. 
Shoryu Man, of Japan, was third. 
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ACTIVE MEN’ FAVOR 
NORWEGIAN UPTOWNS 


Eight of the sixty fast moving Uptowns 
are of Norwegian Veal. They rank high in 
active men’s favor because, after a soaking 
they dry out and stay pliable. They retain 
their smartness in heavy-duty wear, they’re 
comfortable and they’re serviceable. 


Shoes have to have exceptional fea- 
tures to be Uptowns. It will pay you to 
feature Uptowns in your store ...a style 
for every taste. 





* There is a Star Brand Shoe to fill every demand 
ropitably 
Each Star Brand line is built to definite consumer demands. From the highest 


triots for men to the lowest priced shoes for tiny tots, all are built to 
quality standards. Wire, write or phone for a representative. 











ROBERTS. JOHNSON & RAND f'.c'srez!e 
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From Coast to Coast, FOOT REST popularity grows 
and sales mount to new peaks... . dealers set new 
profit records. Foot Rest—outstandingly modern, ir- 
resistibly beautiful—is the most talked-about fine 
shoe in the nation. Foot Rest advertising gains new 
paaKobaet-satabbaatin at-h\ (as oloh. 4-1 air: l-foMiGlolo Mcleod UN-1-3 066 atom cat -t-i-1-(o(-1: 
for fall are being broadcast to the women of America 
id abaohblos at-X-07-b elke path ahi Zobaat-seli-i5 olb0 eo) OLor-haleb atom Melek ae 04-1: 
offers you a distinguished line of footwear... the 
opportunity for growth, permanence and prosperity. 
Wire or write for details of the Foot Rest Franchise. 


FOOT REST IS NATIONALLY ADVERTISED IN: 


| BF-Yo bU-X- ms w Kod cat -Mskolb ba at-UOMN A’ kod aat- balla = Cobaal-MOrosaabol-bebloy ah 
Vogue, Harper's Bazaar, McCall's Magazine, Good 
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EVERY FOOT REST SHOE IS A SEWED SHOE 
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“<THE NEXT STEP FORWARD IN RETAILING” 





a 





Fig. 5 
When the quarter lining is 











too full, it causes the top to 
turn outward, as shown on 
the left. Rip the top seam 
and resew, as on the right, 
trimming off excess lining. 


Fig. 6. This is the beginning of a rebinding job. 
The extra half-inch on the end of the binding, when 
folded over, makes a trim finish. 


“MY HEEL IS LOOSE’ 


FEVERY day in the year, Sundays and holidays ex- 
cepted, a full regiment of assorted women march back 
to their respective shoe dealers and wail, “These shoes 
are too loose in the heel. What are you going to do 
about it?” 

And every day in the year, Sundays and holidays 
excepted, nine-tenths of those shoe dealers slap in a 
non-slip without so much as looking at the shoe on 
the foot. This seems to be standard practice, regard- 
less of the fact that in practically every case it is ab- 
solutely the wrong thing to do. 

My personal opinion, if anyone cares to know, is that 
non-slips are a—wait till I get the dictionary—nuisance, 
plague, grievance, curse, etc., on the shoe trade. I 
get along the year round without using a single pair 
except when a customer demands them and I don’t 
feel up to the argument. 

Comfort in shoes is promoted, not by roughness, 
but by smoothness. 

When the customer complains of loose heels, the 
first step in every case is to examine the shoe on the 
foot. If the heel is loose because the shoe is fitted 
large, an insole is the right remedy. It tends to hold 
the foot back against the counter. It should always 


be smooth to the foot and—after trying on—should 
be pasted so it will stay in place. 

A heavyweight white sheepskin sock lining looks 
well and is often just the right thing. And remember, 
no insole fits a woman’s shoe without some careful 
trimming. 

Sometimes the heel feels loose because the arch of 
the shoe is curved too much for the foot. This prevents 
the heel from settling down solidly into the heel seat. 
The remedy is a heel pad which, you know, has the 
effect of making less curve to the rear part of the 
shank. A heel pad is good also when the sides gap 
because the heel seat is too narrow. 

In fact a heel pad is pretty good patent medicine 
for loose heels. It tightens the foot up against the 
lacing, strap or gore, and thus gives the desired snug 
feeling. Keep a good supply of felt pads in different 
weights and sizes. To finish up the job, keep these tan 
or white “half sock linings” that cover the heel seat 
and shank. 

My experience is that most ready made heel pads 
end too abruptly at the front. I always skive them off 
so the foot feels no jump off. 

[TURN TO PAGE 63, PLEASE | 





_THE MOST PRACTICAL SERIES OF ARTICLES EVER RUN IN THE BOOT AND SHOE RECORDER 
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The Foreground 


The New Season's Trends in 
Retail Ad Copy and Layout 


WITH the advent of September, the Fall shoe selling 
season is definitely here, and Fall promotions are every- 
where. Especially school and college promotions; never 
have we seen so much publicity, or so many attractive ads 
and displays, devoted to shoes and apparel for the college 
girl. Apparently the campus influence is something to 
be reckoned with in shoe retailing this season. Some of 
the stores launched these promotions of school and college 
shoes before the end of August, planned them in time 
to get the attention of school girls going away and com- 
pleting their campus costumes in preparation therefor; 
by mid-September school shoe ads will have given place 
to other phases of the Fall fashion story, of which every 
week unfolds a fresh chapter. 

Look for a Fall season of dramatic window presenta- 
tions and extensive advertising this year. With prospects 
pointing to an expanding volume of business at retail, 
[TURN TO PAGE 64, PLEASE] 
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"Miss Pirate” is made to 


retail profitably at $8.75 


The famous "Miss Pirate’ featured by so many 
leading retailers, is presented once more. In a 
new, captivating design and in a wide range of 
new Fall colors . . . but with the same swash- 
buckling swank that stole so many feminine hearts. 


Here's the shoe you can count on. Here's 
the shoe that will bring women to you. Here's the 
shoe that carries a definite return, that has a 
definite demand in this season of style. And 
you're thoroughly protected against seeing it in 
other stores. We've fully patented the design. 


Chart your fashion course with ''Miss Pirate!'' 
Hoist the profit flag! You'll have smooth sailing 
clear through the Fall and Winter. 





“MISS PIRATE" BOOT 


The first mate to "Miss Pirate." It's a 
buccaneer of style and has carved its 
way into the front ranks of this season's 
leaders. It's a sure-fire hit that should 
bring a broadside of business to youl To 
retail profitably at $10.00. Vamps 


crimped, of course. 
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WITH completion of a modernization program 
at its headquarters building, the “White House,” 
in St. Louis, the Brown Shoe Company is believed 
to have introduced an idea that may set a prece- 
dent for concerns having air-conditioning equip- 
ment. 

Thirty minutes before employees leave in the 
afternoon, cooling apparatus is shut off to permit 
air temperatures within to become somewhat 
equalized with outside temperatures. Complaints 
against “heat shock” by persons leaving air-con- 
ditioned trains and buildings and entering normal 
air temperatures prompted the Brown solution. 

Air-conditioning equipment will circulate 40,- 
000 cu. ft. of air a minute throughout the 750,000 
cu. ft. of occupied space on the two floors. Air 
vents are so located that greater circulation can 
be effected at different places about the building 
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MODERNIZING THE MARKET PLACE 


Browr Shoe Company 
Welcomes Merchants 
toa New “White House”’ 


Merchants who have to go 
to market find modern 
conveniences help better 


buying. 


View of second floor lobby of the Brown Shoe 

Company in St. Louis, showing entrances to 

specialty sample rooms. Advertising, billing 

and manufacturing offices are also located 
on this floor. 


View of first floor of the Brown Shoe Company in 
St. Louis following a modernization and air-condi- 
tioning program. In the background, center, can be 
seen entrance to general sample room, while stair- 
way at right leads to second floor. 


1936 





in accordance with the position and intensity of 
the sun. 

Brown Shoe remodeled and _ air-conditioned 
their executive offices and sample rooms for the 
purpose of expediting the handling of their house 
customers and the filling of orders. In connec- 
tion with this general remodeling plan, they 
also installed a new and modern conveyor. It 
triples the speed in handling cases coming in and 
routing shoes to various floors. The result is 
that shipments to dealers have also been 


. speeded up. 


View of one end of general sample room of the 
Brown Shoe Company in St. Louis. Overhead lights 
cast directional beams on parallel rows of shoes. 
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COMPLETES ITS 
FOOTWEAR SERVICE 
WITH 


Ach Frosorver 


BOUDOIR SLIPPERS 


The famous Arch Preserver lasts built these 
Arch Preserver Boudoir Slippers. For these 
slippers are created to continue the beneficial 
aid of Arch Preserver Corrective Street Shoes 
during the relaxing hours at home. Send all 

orders direct to TUPPER, INC., 352 Fourth 
Avenue, New York City. 


Only Arch Preserver 
Boudoir Slippers have 
(top) Bridge slipper trimmed with kid these features: 
bow. 12/8 heel. In Red, Blue, 
and Black Kid. IN-STOCK, and t Arch Preserver Last 


carried from AAA to C, 4 to 10. Arch Preserver patented 
steel shank 


(bottom) D'Orsay Slipper, 12/8 heel. 3) Elongated Count 
Carried in Red, Blue, and Black i insulated all wool felt i in- 
Kid. Carried from AAA to C, nersole 


— intermediate 


4 to 10. i Complete flexibility 
6 


RETAILING AT $3.00 and $3.50 
(7) Patented notched back 


THE SELBY SHOE CO., portsmoutH, OHIO 


When writing advertisers please mention Boot and Shoe Recorder 
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SHOE STOCK 


California Store Reverses 
Usual Method and Tries 
to Carry Biggest Possible 


Range of Sizes and Styles 


Attractive interior of the Children’s Bootery at Long Beach, Calif., where 
good shoes, rightly fitted, have built a remarkable business. 


6688 ATHER let a customer leave the store with a pack- 
age than with an excuse” is a precept which has had a 
decided influence in the program of a children’s shoe 
store which started most humbly in Long Beach, Calif., 
but has grown to be a business of substantial propor- 
tions. 

There are other contributing factors which have a 
most important bearing on how the trade of the Chil- 
dren’s Bootery was slowly and surely built. Good shoes, 
properly fitted, played the lead role. Here the man- 
agement plans to have everything which a good shee 
store should carry, in addition to many types, styles 
and sizes in children’s shoes that other shoe departments 
either neglect or do not care to have on their shelves. 

It was in 1927 that G. Fosholdt arrived at the con- 
clusion that a living could be made selling children’s 
shoes in Long Beach. Limited capital forced him to 
lease a 30-foot space in another shoe store. The years 
of 1930, 1931 and 1932 affected Long Beach just as 
elsewhere, yet the books of The Children’s Bootery show 
a steady month by month gain in sales volume, net 
worth and net profit, until today as pretty a five-man 
shoe business as one could wish for is the result. 

Patrons leaving the store with packages of shoes they 
liked long after the moment of purchase have helped to 
advertise the service of this store. These pleased patrons 
even told their physicians that here was a shoe store 





which was sincerely endeavoring to fit feet right. Right 
now some 30 doctors send patients with open shoe pre- 
scriptions to be fitted as the store deems best. Not once 
has anyone connected with the store ever solicited the 
trade or influence of the medical profession directly or 
indirectly. 

An outsider, sizing up the stock, would estimate it 
to be tremendously heavy, especially so after its re- 
sources had been related. It is a big stock, a most com- 
plete one, too. In justification of its size and its com- 
pleteness can be cited the fact that it makes real satis- 
fied customers; that its size allows many shoes to be 
sold from it; that it turns completely each 120 days, 
and that it makes money for the house. Now what-more 
could one wish of a stock, large or small, than that it 
should accomplish all these things? 

Sundry references have been made to the size and 
completeness of this stock, so let’s investigate a bit. 
Look over the 12% to 3 run as an example of com- 
pleteness. In this run are ten different styles in oxfords, 
as many in party shoes, then six styles in high shoes. 
The day this reporter made his visit, he counted 186 
pairs of size 2 in the five widths carried (AA to D). That 


is enough to gladden the heart of any sincere shoe fitter, 


for here are shoes. 
In the next larger size run, the widths start at quads 
[TURN TO PAGE 78, PLEASE] 
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AN ACKNOWLEDGMENT TO MR. LOU STERLING 
PRESIDENT, STERLING LAST CORPORATION 


Ever since the Clark Shoe Company started in the business 
of manufacturing high style footwear for women, you have 
been our lastmaker. 

Today, the Clark Shoe Company is known as an important 
factor in the manufacture of fine footwear and we believe 
that your service and advice on lasts has played no small 
part in our success and thetefore we wish to make this 
acknowledgment to you. 

Every last that we have adopted is styleful and fashion-right, 
yet each one is a perfect fitter and buyers of Clark Shoes 
have learned to know that Clark Shoes fit perfectly. 


The outstanding success and development of the Clark Shoe 
Company is the result of the use of proper lasts, the most 
beautiful of materials, plus ingenious styling. 
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WANTED... NEW BLOOD 


chain stores many years ago. The time 
is ripe for a new idea in shoe distribu- 
tion. It is also ripe for new blood, the 
germinator of new ideas. 

In spite of problems that weigh 
heavily on the entire industry, the field 
of co-operative effort awaits the plough 
of the pioneer. Here one finds a small 
patch that has been laboriously tilled 
by hand. There a squatter or two 
who has been driven to it by circum- 
stances. Co-operation could be made 
pay dirt in a common search for a 
sound solution of labor problems. At- 
tempts have been made in this direc- 
tion but the soundness and sincerity 
of the common objective has been 
questionable. And so morale is low, 
pickets tramp the streets and the ghost 
of the closed shop walks in a thousand 
stores by day and haunts a thousand 
pillows by night. 

In security, compensation, working 
conditions and an organized relation 
between management and men, the in- 
dustry needs a united front under 
progressive leadership. It needs a co- 
operative research program, common 
policies and standards. In merchan- 
dising, too, a co-operative approach to 
common problems such as markets, 
prices, sales, style piracy, stock con- 
trol and liquidation would pay divi- 
dends. So would an intelligent ex- 
change of operating statistics. But 
why expect even enlightened selfish- 
ness in a business that has made com- 
petition a personal thing. The towers 
of Manhattan harbor more feuds than 
the Kentucky hills. But they are waged 
less directly, and more subtly: Their 
weapons are advertising, rumors, 
espionage, trade union leaders, better 
business bureaus and just plain non- 
intercourse. All this may be good for 
the soul. But it is not co-operation. 
And the retail shoe business needs co- 
operation. 

It would be ideal if those who have 
had command for so long could, un- 
aided, set the compass of this new 
course. They may insist on trying. 
That would be a discouraging turn of 
affairs. Or they may insist on doing 
nothing—which would be worse. Ex- 
perience still has an incalculable value 
in shoe retailing. But it must be mixed 
with new attitudes, new approaches, 
new solutions, the creative ability of 
new blood and brains. 

Here, then, is today’s frontier of 
shoe retailing—research, policy, organ- 
ization and co-operation—through new 
blood. Here, too, are the horns of its 
dilemma. Can the retail shoe business 
attract progressive new blood without 
modifying its environment? On the 
other hand can it modify its environ- 
ment before it gets new blood? 

Two escapes from this dilemma are 
apparent. It must become aware of 
its need for new men. And it must be 
prepared to relinquish jealously 


[CONTINUED FROM PAGE 29] 


guarded prerogatives in order to get 
them. There has been little or no new 
blood flowing into shoe retailing, at 
least not the kind it needs. As a busi- 
ness it has been too insistent on mak- 
ing men enter the hard way—through 
selling. Yet rarely has it dignified its 
selling force above the commonly ap- 
plied term of “shoe dogs.” And the 
kind of men the business needs have, 
among other things. self respect. 

It is, perhaps, ironic that the one 
bit of imitation that would help it has 
been neglected. It ought to seek out 
promising men as progressive manufac- 
turers which some department stores 
have done. It ought to develop them, 
train them and above all retain them. 
There is a fundamental question which 
it must answer first, however.. How 
can shoe retailing be made attractive 
to promising men who have a right to 
expect security, adequate rewards and 
an ineresting environment in return 
for their contribution to the business? 
To deal with this question, we must 
probe delicate subjects that rarely are 
discussed, except when referring to 
competitors. 

The retail shoe business must be put 
under the merit system. In its top 
executive ranks the yardstick of ca- 
pacity to do a job has been applied all 
too infrequently. Its reluctance to use 
this yardstick is understandable, and 
shortsighted. Looking at the real needs 





Alligator Shoes and Bag Chosen. 


Hollywood, Calif.—Arline Judge seen at 
the Brown Derby presented an unusually smart 
appearance in a brown and tan new Fall outfit. 
Brown alligator pumps and handbag are well 
chosen accessories which set off the costume. 
Miss Judge wore a jacket ensemble that com- 
bined a brown and tan tweed jacket with a 
crepe silk blouse and wool skirt in matching 
brown. The perky brown felt hat is worn 
slightly off the forehead. "Pigskin Parade" is 
the movie in production in which Miss Judge 
is having a featured part. 





of. shoe retailing, it is, perhaps, not 
too much to conclude that birth con- 
trol would be more desirable than price 
control. Men of ability prefer those 
companies in which there is an open 
road to the top. In the shoe business 
the most frequently encountered 
hazard has been the stymie. Nepotism, 
by whatever name you call it, has never 
been an effective builder of either 
morale or efficiency. And skimmed milk 
has never been an inviting diet to men 
who could get cream elsewhere. To 
secure competent men, shoe retailing 
must be ready with a clear-cut, truth- 
ful and satisfactory answer to the in- 
evitable question: “Where do we go 
from here?” 

There is, of course, nothing to pre- 
vent hereditary management from 
continuing to build a wall around shoe 
retailing. That its foundation has been 
sinking is perfectly evident to those 
who have been granted safe conduct 
through the lines to examine it. It is 
unfortunate that the public has to pay 
the bill, but we are not here concerned 
with the public. We are concerned 
with the effects on its man power prob- 
lem of the effort to substitute heredity 
for capacity. It is futile. 

So, too, is its devotion to a tradition 
tarnished by failure. One that it must 
abandon if it hopes to persuade men 
that its chestnuts are worth pulling 
out of the fire. Shoe retailing has lived 
too often by an ill-considered rule— 
get something for nothing. Applied to 
manufacturers, landlords and _  cus- 
tomers, it has been of doubtful value. 
Manufacturers, forced to depreciate 
quality and labor to stay in business; 
landlords who have been short changed 
awaiting only their hour of expired 
leases; customers seeking to regain 
legitimate value, all these are ques- 
tionable tributes to its wisdom. Ap- 
plied to its own executives and em- 
ployees, to call this tradition anything 
less than stupid, would be generous. 
It has left behind it a trail of self 
defeat—dissatisfied executives, mechan- 
ical managers, uninterested and dis- 
satisfied salespeople and even office 
workers, conscious of litile loyalty. It 
is improbable that the business is 
naive. It has been too clever for its 
own well being. Over any period of 
time, it will get about what it pays for. 
Shoe retailing needs new blood, with 
fresh courage, initiative and brains. 
It must be prepared to pay for them. 

There is also a deep-seated psycho- 
logical problem which transcends in 
importance, perhaps, even the mate- 
rial one. Life within a plural au- 
tocracy cannot be wholly satisfactory. 
Retail shoe management has been high- 

[TURN TO PAGE 56, PLEASE] 
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SHOE DRESSINGS 


A BLACK e DARK BROWN e CHAMOIS 
| WHITE e DARK BLUE e GREY e BEIGE 


NEUTRAL e DARK GREEN e OX-BLOOD 


RR" IN STEP with the swing 

to suede comes a new, com- 
plete line of suede dressings that 
women everywhere have been 
wanting. Shinola, of course... the 
world leader in shoe cleaners and 
polishes. 

No matter what style, what color 
suede, you can now offer custom- 
ers the correct Shinola dressing to 
match ... made especially for that 
shoe. Real suede cleaners—devel- 
oped in the modern Shinola labo- 
ratories —recommended by Ruth 
Kerr, foremost shoe dressing stylist 
—backed by the name SHINOLA. 

Now, cash in on suede popular- 
ity. Sell the correct beauty treat- 

SHINOLA ment for every suede shoe. Take 
Mock p advantage of full page advertising 
pneseine in America’s leading style maga- 
zines. Stock and display Shinola 

Suede Dressings. 













Coie atieen eit 


Another fast seller is Shinola Black Suede 

Dye. Dyes any suede shoe, no matter what 

color, deep rich, stylish black. Easy to ap- 

ply. Maintains the smart nappy surface. 

Plenty of light suede shoes to be dyed 

\ ant GQKORS black for fall and winter wear. Now offer 

; your customers a chance to save money, 

VAs\b : keep old suede shoes in style. Carry 

2 Shinola Black Suede Dye with your line 
of Shinola Suede Dressings. 
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The High Boot Moves Forward to 
Fashion Acceptance 


Several months ago Boot anp SHOE RECORDER pre- 
dicted the development and fashion acceptance of a 
new high shoe for Fall and Winter wear particularly. 

We illustrate the latest application of this practical 
idea to high style men’s shoes. It is of black box calf 
with fawn or gray reversed calf upper, the whole 
neatly and sensibly bound with black calfskin. The 
last is of a decided custom character, with medium 
wide extensions and a discreet punching. 

This shoe by Stacy-Adams, is being shown currently 
by .Parker and Diemer on .Broadway in New York 
City and is causing considerable comment by fashion 
authorities—particularly in the men’s apparel lines, 
who see in it a real fashion possibility. 


Shoe Men Have a Common 
Fellowship 


[ CONTINUED FROM PAGE 34] 


fession is finding itself in a very precarious position, 
for, it is giving away that which it has spent so much 
in time and training to perfect. Other professions are 
finding the same error of free services and ultimately 
there must be a stop to it, or else we won’t have well- 
trained, well-prepared and well-educated professional 
men who can make a living income. 

A competent surgeon has but twenty years of oper- 
ating life, in which period he must make sufficient to 
last him his days. As a specialist, he cannot readily 
pick up some other line of work when his hands have 
lost their cunning. 

We look upon the splendid group of shoe men, ex- 
perienced in their arts, as specialists in their field. 
They put human beings onto suitable foundations and 
are deserving of their rewards. If the public is minded 
to experiment with package-goods from stores that 
ignore the function of fitting, the ultimate loss is the 
public’s. 

So we point to the need for telling the public, in a 
non-competitive spirit, that the competent shoe man 
in the shoe store and shoe department gives services 
over and above static foot covering. The cost is slight 
in comparison with the services rendered in shoes. 











HOW TO GET 


Aw: 


SEND COUPON 
TODAY! 


8 1O)\ I O)DY- a 


CUSTOMERS- 


Bu desi atten. pte > 
, proper tin ese are the 
apace 

And the essential yond the important 
first step is the modern Kawneer rust- 
less metal Store Front—designed by 
your architect to meet YOUR needs. 


COMPLETE LINE 
Kawneer rustless metal store front mem- 


bers are now available in either rolled 


. - extruded (heavy) construction—har- 


oniously ed for the complete 
pe ma front. Up-to-date alloys of such 
fine metals as Fo atest bronze or stain- 
less steel are used. A variety of finishes 
is available, including the durable and 
beautiful alumilited aluminum finish. 

250 PICTURES 

Write for the Kawneer Book of Store 
Fronts, which shows in 52 pages what 
hundreds of merchants over the 
world have done to boost sales and prof- 
its. Then consult your Kawneer dealer, 
and your architect. The decision you 
make now, in regard to anew store front, 
will affect your business for years. Get 
the important facts right away! 
THE KAWNEER CO., NILES, MICH. 
Tm Kawneer Company, Niles, Michigan. 


Please send a copy of your free BOOK OF 
| STORE FRONTS. ! 
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PUTTING ON A LEG SHOW 


It must be good or you won't get 
customers. The hosiery form must 


be as perfect as a beautiful human 


leg. Only then will you show your 


hosiery properly. 

Use the Fairy Form. Put on a 
good-looking show in your hosiery 
department. One people will look 
at, admire, and—most important 


—will make them buy! 


Write us today for prices. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 
Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Northampton Frankfort 
England Paris Germany 
Melbourne, Australia France Mexico City, Mexico 







































WANTED ... NEW BLOOD 


ly centralized in practice, whatever it 
may have started out to be in theory. 
Its. lines of authority are almost en- 
tirely vertical. Nor do they all ascend 
to one head. It is an oversight, per- 
haps, that the triplets, quadruplets 
and quintuplets of retail shoe manage- 
ment have gone unsung for so many 
years. They have been recognized to 
be sure, but silence is sometimes the 
beginning of virtue. Competent men 
welcome responsibility when the lines 
of it are single, direct and definite. 
That is the only basis on which they 
can be interested in the shoe business. 
Furthermore, new blood will not come 
into the shoe business, certainly will 
not stay in it, until it is given a seat 
at the council table. Sound manage- 
ment requires effective representation 
—and I measure the words—of execu- 
tives in decisions which vitally affect 
them. This is the third great barrier 
to the much needed barbarian invasion. 
That this might impair the purity of 
cherished coats-of-arms is not debat- 
able. It might even lead to substitutes 
—efficiency, greater profits, security, 
contented employees and of all things, 
the open shop. 

Finally, we come to a_ condition 
which must be faced frankly. In much 
of its attitude, many of its practices, 
it is not, perhaps, unethical—just mis- 





[CONTINUED FROM PAGE 52] 


understood. Too large a sector of it 
is distrusted by vendors who sell to 
it and employees who work for it. It 
has burdened manufacturers with its 
own mistakes in fashion, through re- 
turns, too often has refused to concede 
to them the right to stay in business. 
And to their labor the right to a liv- 
ing wage. Its employees have a deep- 
seated suspicion of its motives. Those 
who have ever tried to sell to sales- 
men a substitute for the P.M. system 
or a new wage plan, have seen this 
feeling spring to life. It has been far 
more willing to make the rules than 
to abide by them. It will give a pros- 
pective executive two weeks to join 
it and a present executive two hours 
to leave it. Insecurity for its execu- 
tives is at least as much an ethical 
problem as a financial one. Too many 
of them have seen their associates 
come to work at nine o’clock on Satur- 
day morning and leave at twelve 
o’clock—bitter and disi!lusioned—at its 
discharge practices. No man knows 
when he will be next. In it security 
derives from heredity. Surely, an un- 
wise state of affairs, and one that will 
have to be changed before it can re- 
plenish its man power. 

In conclusion, one can only marvel 
at apparent complacency one sees— 
assuming that the business is aware of 


its weaknesses. There is a _ certain 
fatalism about the way it bows its 
head and plunges on into the storm. It 
could spare itself much buffeting about 
if it would sign up a new crew. But 
first shoe retailing must be made sea- 
worthy. It must become scientific, or 
at least be willing to have others make 
it so. It must find out what a policy is, 
how it should be made, and how used. 
It must organize soundly on the basis 
of function, authority and responsi- 
bility. It must be prepared to recog- 
nize and reward merit. It must make 
its ethics hold water. It must realize 
that while its apparent problems are 
economic, its basic problem is men. In 
short, it must capture the imagination 
of men through progress, or at least 
the willingness to make some sacrifice 
to attain it. 

Then, and only then, will it find a 
new crew. One that will not jump ship 
at the first port of call. 





Store Leased in Union City, N. J. 


Union City, N. J—The Norwood 
Shoe Co. has taken a lease on the store 
at Bergenline Avenue and Thirty-Sixth 
Street, this city, now under construc- 
tion. 
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Spaulding Employees 
Hold Outing 


ROCHESTER, N. H.—More than 200 
employees of the Counter department 
of the Spaulding Fibre Company, 
journeyed to Wolfeboro recently for 
an all-day outing in celebration of the 
completion of an 18-month period of 
plant operation without a single lost 
time accident. During the morning, 
there was a baseball game and stunt 
athletic events of various kinds, fol- 
lowed by dinner at noon. Dinner, in 
turn, was followed by an afternoon 
devoted to more sports and dancing, 
music for which was furnished by an 
eight-piece orchestra. Features of the 
dinner were speeches by Manager 
E. C. Blackwell, who complimented the 
employees on the record achieved; and 
by Resident Engineer Lazarus of the 
Liberty Mutual Insurance Company. 

If, at the end of a two-year period, 
the same “accidentless” record shall 
have been maintained, this same group 
of employees will be the guests of the 
management at a party to be held in 
the City Opera House here. 


Harrisburg Stores Plan 
Earlier Closing 


HARRISBURG, Pa.—A plan whereby 
shoe stores in the city will close daily 
at 5:30 o’clock throughout the year is 
being advocated by Barnard H. Ger- 
rick, manager of the Royale Shoe 
Store, 8 North Third Street. The plan 
now needs the approval of only one 
or two merchants, as all others are in 
hearty agreement. 

Local dealers closed at 5:30 o’clock 
during the Summer months, but the 
practice ended Sept. 1. 

“It is. a fact,” says Mr. Gerrick, 
“that there is never much business be- 
tween 5:30 and 6 o’clock. Furthermore, 
employees are given a shorter and less 
tiring day which results in a better 
understanding between employee and 
employer.” 

Mr. Gerrick reports business at his 
store on a decided uptrend. His Fall 
line is now complete, something unusual 
at this early date. 


Stuffed Leather for Tough Shoes 


Boston, Mass.—It may sound funny 
to speak of stuffed leather for shoes, 
but the prospect is that more stuffed 
leather will be used for Winter shoes, 
chiefly sport shoes, than has been used 
in footwear since the war, when army 
shoes were made of leather so stuffed 
that 50 per cent of its content was of 
oil, grease and other stuffings. 

Leather is stuffed, if it be of the 
stuffed sort, to make it resistant to 
wear and weather. Some tanners are 
using harder stuffings, which isn’t nec- 
essarily a sign that.they expect a hard 


“Sailing Along” 
On A Great Wave Of 
CONSUMER Acceptance 


Rum Away. an outstanding new high style, runproof stocking, 
at $1.35, has attracted the attention of women everywhere, 
and its popularity has been reflected in increased sales in 
shoe stores throughout the country. 


Wort eum to retail profitably in the popular $1.00 price 


range, is runproof, too. In fact it is made by the same pat- 
ented process as RUN AWAY, but. its lower price bracket 
appeals particularly to your budget-minded customers. 


And Wont Run DEBBIES, ideal for sports and evening wear, 
a knee length stocking that is just what the active young woman 
of today needs. WON’T RUN DEBBIES are the popular 
choice of the modern miss, and they, too, retail at $1.00. 


Sail along now with these three perfected “non-running” mates. 
They can and will navigate your hosiery department into a 
harbor of greater profits and prestige. 


Sehuylkill 


Millis, Ime. 


New York, Empire State Bldg. 


winter—merely that they are getting V a ] ] e 

out leather that will stand harder wear y 
from skiers and others who wear shoes A ‘ 

made of it. Spring City, Pa. 
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BARIS SHOE CO., INC. 
79 READE STREET, N. Y. 


HIGH GRADE SHOES 


for outlet stores 
for extra markups 


for profitable promotions 


The original values on our shoes are up 

to $18.50. They're priced to you from 

$2 to $4. And each pair of these finely 

made, excellently styled quality shoes are 

from jobs, cancellations and surplus stocks : 
of high-quality, well known women's shoe 
manufacturers and leading retailers. 


Here's an opportunity to bring action into 
your store. We'll gladly send you samples 
without any obligation on your part. Or 
better still, tell us the kind of store or 
department you operate. We'll send you 
the ideal profit-bringers best suited for 
you. Get in touch with us now. Our large 
stock of quality shoes is ready to bring 


you a better business. 


Cc. 











Fall Buying Begins 

Satt Lake Crry, Utran—‘“Fall buy- 
ing has started in a very optimistic 
mood with ready acceptance of black 
suedes and brown suedes with brown 
calf trim,” states Lynn Knowles, man- 
ager of the Walk-Over Shoe Store. 
“Contrary to advance style informa- 
tion, we have also had good demand 
for blue and green shoes. Patterns are 
largely confined to strap effects and 
high riding styles with keen interest 
in 17/8 heels. A pronounced trend to 
wider toes is anticipated and a fair 
demand for square toes and heels. De- 
mand for patents has been only fair. 
Black calf and medium brown calf 
both have sold well, but we expect 
more interest to be shown in smooth 
leathers in next few weeks.” 

Knowles returned recently from a 
vacation spent in the mountains. Le- 
ona Engberg, buyer for the hosiery de- 
partment of this store, has also re- 
turned from her vacation spent in 
Denver, Colo. 





Kinney Store Being Remodeled 


HArRRIsBuRG, Pa.—Alterations and 
remodeling costing approximately $5,- 
000 have been started on the G. R. Kin- 
ney Shoe Store, 319 Market Street. 
The manager is H. L. Walker. Two 
large elevators will be removed. The 
addition to the store proper of space 
now used as a stockroom, will add 25 





Leather Wrapped in Cellophane! 
What Next? 


Shoes in cellophane envelopes are fairly 
familiar. But it's surprising to hear chemists 
redict that hides and skins will some day also 

wrapped individually in envelopes of chem- 
ically-treated paper, the enve ie being 
sealed so that the skins within will keep in- 
definitely. 





ft. to the store and 10 ft. to the dis- 
play windows, according to J. H. Noel, 
of New York, general construction 
superintendent for the company. 

Across the front of the building 
when remodeled, will run a 35-ft. long 
and 7% ft. high double-tubed neon 
sign. The store front will be in red 
Formica and stainless steel. A terrazzo 
floor will be laid at the store entrance. 
The remodeled display windows will be 
of the latest design in a staggered ar- 
rangement. 

The entire interior will be painted 
and a new rug which will contrast 
harmoniously with the store fixtures 
will be used. New shelves and fixtures 
of modernistic maple will be installed. 
The store will be illuminated by indi- 
rect lighting. 


Tampa Store Air Conditioned 


TAMPA, FLA.—Tampa’s first air con- 
ditional shoe store is “Burt’s” at 807 








Franklin Street. The front of the 
building is of two-tone imported Italian 
marble with metal trim; the vestibule 
of multi-colored terraza. Modernistic 
carpet covers the entire floor. Chairs 
of chromium have seat covers to match 
the general color scheme. According to 
E. H. Schultz, manager, they are pre- 
pared for a very colorful season, so 
are featuring navys, greens and bur- 
gundy with bright colorful trimmings, 
patents and fancy stitching and rep- 
tiles. Handbags and hosiery will also 
be featured. 





Brockton Store Remodeled 


BROCKTON, Mass.—The retail shoe 
store operated by the Thompson Bros. 
Shoe Co. at the Campello factory has 
been entirely remodeled to more than 
double its former size and made lighter 
and more attractive. Sixteen new 
chairs have been installed to take care 
of increased business. The floor is of 
tile and covered with attractive carpet 
runners. Venetian shades add to the 
smartness of the shop. Howard A. 
Waterman is manager of the depart- 
ment. 





Tanner Goes Abroad 


LYNN, Mass.—Edward M. Winslow, 
of the Benz Kid Co., sailed recently 
on the Queen Mary for a visit to 


‘Daniels & Daniels, who are London 


agents for his firm. 








ie 2 wee ee i ee 


BOOT AND SHOE RECORDER, September 5, 


1936 


This coming season the smart woman will wear shoes 
tailored of Topping. For no fabric conceived dupli- 
cates the luxurious simplicity and flawless weave of 
this spirited fabric. 


Topping breathes of style. Its exquisite texture and 
skin-smooth feel, coupled with a lasting strength, will 
make Topping the sensational fabric in the shoe 
industry. 


Topping is woven of 100% pure Australian wool. 
Manufactured especially for shoes, it cleans easily 
and will not grow shabby. If you are interested in a 
profitable fashion trend, inspect Topping today. The 
many varied colors will be gratifying news. 


J. M. PERKINS & CO., INC. 
47 West 34th St. New York City 


ST. LOUIS BOSTON CINCINNATI MILWAUKEE J. M. PERKINS & CO., LTD., MONTREAL, CANADA 





When writing advertisers pleax- mention Boot and Shoe Recorder 





An original creation 
made especially for 
JOAN BLONDELL 
Starring in 


“GOLD DIGGERS oF 1937" 


A Warner Bros. Production 


THE FERN SHOE COMPANY 


2847 South Grand Doe. 
i. -6°%5 ge en ae aed Soe 
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Hollywood Ynapired 


So Alluring, they bring 
the Glamour of Holly- 
wood to your win- 
dows and sell on sight. 


MADE AND DESIGNED BY 


Serneraft IN HOLLYWOOD 











yor rv ‘td ge or 
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THE SHOE BUYING CENTER 
IN NEW YORK 


the crossroads of the trade . where 
the seasons newest and most significant 
shoe styles are now on display. 

Sry Se eaeeee oe for authen- 
: pg Fo ws ovens of te 
shoe ‘s leading eigen gpd 
fenlty’ to lock belore jou buy. 


“528 BROADWAY 34ST 
DS.MACDONALD Mcr. NEWYORK 


fen ae eT aD UNE | 


























The same courteous and competent 
staff will give you the utmost in friend- 
liness, comfort and service. Conven- 
iently located to all stations, and only 
five minutes away from the heart of 


the business section. 

600 ROOMS with baths from $2.50 up 

COMFORTABLY AIR-CONDITIONED 
Lounge and Restaurants 


HOTEL PHILADELPHIAN 


FORMERLY HOTEL PENNSYLVANIA 
DANIEL CRAWFORD, JR., MANAGER 
39th and CHESTNUT STREETS 
PHILADELPHIA, PENNA. 
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Along the Drought Frontier 
[CONTINUED FROM PAGE 31] 


has had abnormally high temperatures, 
and this has created a drought which 
has had no equal in the past 40 years, 
as shown by weather bureau records, 
and probably for a longer period 

Second largest city in Iowa, Sioux 
City was credited with a population of 
79,183 in 1980, and its trade territory 
contains 668,000 people, who live in 15 
Iowa counties, 19 Nebraska counties, 
and 10 South Dakota counties, accord- 
ing to a survey made by outside, dis- 
interested persons. This means that for 
each person living in Sioux City, there 
are more than eight outside of the city 
who are dependent upon it. 

Sioux City’s first industry is meat 
packing and kindred activities, second 
is wholesaling, and third, retailing to 
its trade area. Chief crop of area is 
corn; second, oats; third, wheat. 

“We are proud of our turn-over,” 
explains C. L. Phillips, manager of the 
shoe department of Weatherwax, Sioux 
City, alert, progressive salesman who 
has been selling shoes for 20 years on 
4th Street, which is the Fifth Avenue 
of Sioux City. “We never have more 
than a $5,000 stock, and we do a 
$16,000 business. 

“I accomplish this turn-over at low 
stock investment by playing close to 
stock patterns, and by knowing my 
stock. Of course, early in the season, 
I usually have two or three extreme 
patterns. I stress the medium-priced 
shoes, and have a sale twice a year, 
in January and July. Prices on my 
shoes range from $5.50 to $9.00. 

“My business shows an increase of 
17 per cent over 1935, up to August 
15,” Mr. Phillips remarks. 

Another high-class shoe store is that 
of the H. & H. Shoe Co., Sioux City. 
H. A. Halseth and Charles Harstad, 
on September 15, 1936, will mark 42 
years of being in the shoe business to- 
gether at the same location, and Mr. 
Halseth proudly states that they have 
never sold cheap shoes. There has been 
a shoe store at their address over 60 
years. ; 

“We are showing an increase of 
15 per cent in business over last year,” 
Mr. Halseth points out. “In the first 
15 days of August, alone, we showed 
an increase of 31 per cent in business 
over 1935. Sales of ladies’ shoes are 
increasing, and men are buying better 
shoes, and are going back to normal 
conditions. Men who used to buy high 
grade shoes, and then went to $5.00 
shoes for a few years, are back get- 
ting better shoes. Our men’s shoes sell 
from $5.50 to $11.50, and ladies’ shoes 
from $7.50 to $10.75.” 

Fourth railroad center of the United 
States, Omaha has the general offices 
of the Union Pacific System, which 
employs over 5000 residents of the 
city and immediate vicinity. Another 
1000 are employed by the “North- 
western” lines and “Burlington” route, 
each of which has its western division 
headquarters at Omaha. 


From the line of 
JULIUS ALTSCHUL, INC. 
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“BARBOUR DRESSWELT RESISTS WATER 
BARBOUR WELTING COMPANY, BROCKTON, MASS. 








First in Omaha industries is live- 
stock and meat packing, second is flour 
milling and grain, third is creameries. 
Largest city in Nebraska, it is the 
commercial center of a vast area which 
cannot be limited by state boundaries. 
A 100-mile radius from Omaha would 
draw a circle containing 1,373,100 
people, living in four states. 

When the average, mean temperature 
of July, 1936, was shown to be 86.7 
degrees in Omaha, it exceeded any 
previous July in the history of the 
Omaha weather bureau, which was 
established in 1871. On the 25th of 
the month this year it was 114 degrees 
in Omaha. 

Corn is the first ranking crop of 
Nebraska, and the August first esti- 
mate of the Department of Agriculture 
was ‘for a yield of 27,000,000 bushels. 
A “good” crop should bring 175,000,- 
000 bushels. In the drought of 1934, 
the corn yield was 21,000,000 bushels, 
and the terrific heat of the first two 
weeks in August may bring the 1936 
crop down to this figure. From 75 to 
80 per cent of corn raised in Nebraska 
is fed on the farm feed lots instead 
of being sold as corn. 

Second in importance as a Ne- 
braska crop is wheat, and the crop 
just harvested brought 45,000,000 
bushels, which was 20 per cent greater 
than in 1935, and the farmer got close 
to $1.00 a bushel if he sold it. Many 
are waiting for higher prices. This 
income is a cushion for the state which 
did not exist in the 1934 drought. 


Liquidation of livestock at the 
Omaha stock yards is an accurate 
index of farm conditions. Including 
the last two weeks in July, and up to 
September, 1934, from 3000 to 4000 
head of cattle per week were bought 
at the Omaha yards. This buying 
started the last of July in 1936, and 
up to the middle of August there were 
less than 500 head sold, to get them 
off the farms. 

“Both men and women are looking 
for higher quality footwear, and this 
is more true today than it has been 
in the last four years,” is the state- 
ment of John Drexel, treasurer of 
Drexel Shoe Co., Omaha, where the 
price range is $5.00 to $12.50 on men’s 
shoes, and from $4.00 to $11.00 on 
ladies’, “There is an up-trend in bet- 
ter merchandise, and I look for a 
strong Fall business.” 

M. W. Stephen, manager of the shoe 
department of the Nebraska Clothing 
Co., Omaha, says: “People are much 
more style-conscious than they have 
been for years, and this is especially 
true of men, because of the greater 
number of style angles and leathers 
featured in men’s shoes. Up to the end 
of July we showed a 15 per cent in- 
crease over last year. I look for a 
very good Fall season. The types of 
shoes to be featured this Fall are so 
decidedly different, it will help sell 
more pairs.” 

Nebraska Clothing Co. sells men’s 
shoes from $3.95 to $10.75, and ladies’ 
from $3.95 to $8.50. 
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Perpetual Inventory Assures an Increased Profit 
... and Lowers Your Insurance Cost... 
Recorder Stock Record Cards Supply a Perpetual Inventory 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 


Helps you to “buy as you sell”—to know whether each shoe 209 So. State Street, Chicago, Illinois 
. . ‘ . a ("Please send me samples and prices of your Steck 
is paying its way with a profit, to go light on slow movers, ane Waar Ne Cine eee, 


to re-size frequently on wanted style and sizes. 


When writing advertisers please mention Boot and Shoe Recorder 
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My Heel Is Loose 
[CONTINUED FROM PAGE 45] 


Then there is the low instep which 
needs only a tongue pad to tighten the 
heel. Stitch two layers of felt on the 
back of the tongue, the under layer be- 
ing smaller than the outer one. 

Whenever it seems absolutely neces- 
sary to resort to a non-slip, I still 
don’t do it. Instead, I may stitch in a 
kid quarter lining, but always with the 
smooth grain side next the foot, never 
the rough side. 

Then again the shoe often feels loose 
and looks loose. simply because the 
quarter lining is larger than the upper, 
as shown in the left side of Figure 5. 


Rebinding puckers the top slightly at every 
stitch, pulling the top forward at the back seam. 


(Aside to manufacturers: This is a 
frequent complaint and one in which 
you are entirely at fault.) In such 
cases no amount of tight lacing will 
pull the top edge close to the ankle. 

The remedy is simple. Rip the seam 
at the top of the quarter and, before 
resewing it, hold (or rubber-cement) 
the upper and the lining together in 
the position shown on the right side of 
Figure 5. After sewing, trim off the 
excess lining. These new electric 
shrinkers usually do a good job on 
these loose linings. 

Now comes the last resort in tighten- 
ing heels—rebinding. It is a ticklish 
job, to be tackled only by an experi- 
enced hand. Figure 6 shows the start 
of a rebinding job. The old binding is 
not removed, but the new is sewed 
right over it. 

The edge of the binding is sewed 
along the edge of the quarter, after 
having ripped the quarter lining all 
around and folded it down out of the 
way. The binding is.then folded over 
and cemented into place between the 
lining and the upper, and a second 
stitching holds everything in place. 

How does this tighten the heel? It 
does so only because the operator holds 
the binding slightly taut as he sews 
it. This puckers the upper a micro- 
scopic amount at every stitch. The 
tighter it is held the more it puckers. 

The main effect of this puckering is 
to pull the top of the quarter forward 
at the back seam. This pulling-in at 
the back is full of danger, for in so 


3722X Brown 
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No. 
Black) Blucher 0 
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AA to D widths. 
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ODornwl Shoe C. 


23 NORTH 22ND STREET, HUMBOLDT, TENNESSEE 
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NEW YORK OFFICE, 531 


America’s “Number One”’ line of 
scientifically Correct Children’s 
footwear scores again — new 
short back part lasts and new 
patterns—truly scientific. 


Don’t be misled by inferior imi- 
tations. Choose the original scien- 
tific shoe for children. 
America’s finest stores in build- 


Join 


ing more high 
grade children’s 
shoe business— 
the Propr-Bilt way. 


Sixty- 
Two 


smart styles 


IN STOCK 
for boys and 
girls of all ages 





many cases it makes the shoe cut into 
the back of the ankle unmercifully, 
which ruins the shoe entirely. In mild 
cases, a heel pad relieves this cutting. 
Figure 7 shows how rebinding affects 
the back seam. 

Here we see why it is so important 
to try a loose-heel shoe on and ex- 
amine it carefully before doing any- 
thing to it. If the back seam touches 
the customer’s ankle when she stands, 
then rebinding is not the remedy, no 
matter how loose the shoe feels or how 
much the sides gap. Rebinding will 
certainly make the shoe cut into her 
heel. 

Rebinding makes the best job on 
suedes or satins. Calfskin and plump 
kid stock turn out pretty well. But 
delicate kids and patents—don’t touch 
them. Why? Because in these leathers 
the puckering action is likely to result 
in unsightly wrinkles all along the 
sides. These puckerings disappear en- 
tirely in a suede. 

If you want the back of the shoe to 
curve in more at the back (and if you 
are not equipped to rebind it) you can 
cut a “V” out of the back, then sew it 
together and stitch a neat patch over 
your sewing. Make the patch long, so 
it will fold over between the upper and 
the lining before sewing it on. 

So we see that fixing a loose-heel 
shoe is not always such a simple mat- 
ter. And yet I guarantee that even 
as you read these lines some shoe sales- 
man (in some other store, of course) 


is unwrapping a shoe the customer has 
told him is too loose in the heel. He 
is handing her a claim check and say- 
ing, “Do you want an insole, a heel 
pad, a non-slip or shall we rebind it?” 

Even a perfect lady is justified in 
hitting the ceiling and retorting, “Say, 
who’s the expert around here, you or 
me?” 

Try them on, brother, try them on. 
(And don’t tell her she should have 


said I instead of me.) 


The Big Toe Wins 


[CONTINUED FROM PAGE 42] 


Japanese continues, there is a_ possi- 
bility of greatly increased victories by 
the speedy sons of the Land of the 
Rising Sun. 

We do know that at Los Angeles, 
the Japanese trainers took hundreds 
of moving pictures of our athletes, 
which were later reduced to slow mo- 
tion so that the Oriental athletes might 
study the form, posture and gait of 
our runners. Several interesting shoes 
were experimented with by the Japan- 
ese at Los Angeles—one of which had 
a cleat below the big toe to give a 
gripping surface and prevent slipping 
in running. Evidently that proved 
unsuccessful. 

The new emphasis on the big toe as 
a line of force is in contrast to the 
past belief that the outside of the foot 
is both the weight-bearing and trac- 
tion-making part of the foot. 








From the line of 


BARBOUR DRESSWELT 
RETAINS THE SHAPE OF THE SHOE 


BARBOUR WELTING COMPANY, BROCKTON, MASS. 








FARMINGTON SHOE MFG. CO. 








Fall Shoes in the Foreground 


[CONTINUED FROM PAGE 46] 


many stores will enlarge their pub- 
licity and increase advertising appro- 
priations. Merchants and merchandis- 
ing men have called the signal for a 
big season; now the advertising and 
promotional departments must receive 
the ball and carry it through to a 
touchdown. Department stores will 
dramatize shoes in elaborate fashion 
advertising; big specialty shoe stores 
will follow their lead and the shops of 
medium and modest size, compelled to 
operate on a moderate appropriation, 
must none the less make a showing 
that will be adequate in order to hold 
their relative places in the race for 
business. 

Many of the early Fall advertising 
promotions centre about the period 
fashions, proclaimed as such an im- 
portant influence this season. Others 
have to do with the distinctive features 
of the shoes themselves. Everywhere 
is emphasized the high front tendency 
seen in so many of the Autumn shoes 
designs. There’s a lot of talk about 
materials and colors, and naturally 
suedes are stressed for the early sea- 
son in many shoe ads. Late August 
saw a great many final clearance sale 
announcements along with the first 
showings of Fall shoes. But by Sep- 
tember 1st every issue of every news- 





paper carried its quota of Autumn shoe 
advertising. 

As usual women’s shoes dominate 
the footwear advertising. That isn’t 
altogether surprising; there are more 
new things to be said of women’s shoes 
in every season than of men’s. Never- 
theless, there is also a story to be 
told this Fall about the new men’s 
shoes and it would be unfortunate if 
the men’s shoe business were to be 
neglected in planning advertising 
schedules for the season. For this 
promises to be a season in which men, 
also, will have more money to spend 
and a fair proportion of that money 
belongs to the shoe store. Today’s buy- 
ing public, however, is keenly respon- 
sive to advertising, and unless men’s 
shoes have their place in the adver- 
tising columns, the crisp new dollars 
in the pockets of thousands of men, 
who for the first time in years have 
money to spend, but who are a little 
bewildered by the multitude of things 
they would like to buy, will be diverted 
into other channels. 

This season’s shoe advertising will 
be smart, attractive and appealing if 
one may judge by the early specimens 
that we have seen. Layouts will be 
clever and interesting; illustrations 
will be important, both the illustrations 
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of shoes themselves and fashion pic- 
tures or background illustrations that 
suggest the use of the shoes. Copy 
will be crisp, expressive, pointed, and 
not too long. It will sum up briefly 
the selling points of the shoes that 
make them desirable in the eyes of the 
prospective customer. The accompany- 
ing illustrations give a fair impression 
of what some early and representative 
Fall shoe ads look like; the following 


brief excerpts give an idea of the sort . 


of copy being used to tell the season’s 


_ story in shoes: 


“Paris cables, ‘suede . . . in drama- 
tic black . . . in fashion-right brown 
. . . but always suede.’ Sketched are 
three answers by Laird, Schober to the 
perennial Fall question.”—Wetherby- 
Kayser, Los Angeles. 

“Cast your eyes toward Fall—and 
look for: British brogues—high cut 
buckled types—suede combinations— 
leather heels—and larger perforations! 
You’ll find them all—and more—in 
Fyfe’s brand new Fall collection on 
the second floor.”—Fyfe’s, Detroit. 

“New Fall Alligator Shoes, Special 
August Price, 6.95. Four years ago 
our manager got the idea that a sale 
of alligator shoes would be successful 
in August. He knew he could benefit 
by slack season prices on labor and 
materials. As it happens he was right. 
We sold every pair we had. And each 
year since then we've repeated our 
success. In preparation, he spends 
months scrutinizing, separating, select- 
ing alligator skins. He wants only the 
best. And his lasts, workmanship and 
finishing are just as carefully specified. 
These shoes can be presented at 6.95 
only because of his canniness. They 
could not be that ordinarily. They will 
not be that later!’—Saks at 34th 
Street, New York. 

“Parade (a new buckle pattern for 
Fall) strides to the fore in Fall fash- 
ions. Its high buckle, opulent as a sig- 
net ring, matches step with the built- 
up front vogue that shorter skirts 
have made so important. Its richly 
colored suede keeps time with every 
costume. Many have found ‘Parade’ 
so entrancing, they’ve bought it in 
several shades . . . and some wearers 
plan to have it in all six! Black suede 
and blue, smoke grey, brown, green, 
May wine. 8.75.”—Sommer & Kauf- 
mann, San Francisco. 

“Probably you’ll be on your feet 
quite a bit during brisk Fall days. 
- . + How about really comfortable 
shoes to wear with Fall tweeds. These 
two have an in-built arch, a cradle 
heel, so comfortable, so good-looking, 
designed by Selby for Altman.”—B. 
Altman Company, New York. 

“Suede, perfect for Fall. . . Superb- 
ly styled in lovely, youthful lines. . . . 
Adorees for Fall, in black and brown 
suede, prove once more the truth of 
these words. . . . ‘The shoes that stay 
et young.’ ” —Chisholm’s, Cleve- 
and. 

“Masterfully, and with such flattery 
and comfort to your feet, Coward 
‘[TURN TO PAGE 74, PLEASE] 
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Suedes Sell in Miami 


Biggest Item in Fall Shoe Selling 


“It’s a suede season, all right,” said E. J. Sanders, 
of the Crittenden Bootery Company, “and suede shoes 
are the biggest item in the Fall picture. This leather 
makes up into the dressiest models and takes the rich 
coloring of Fall shades better than anything else.” 
The Crittenden Bootery Company operates through 
five shops in Florida; Burdine’s, Miami; Willson & 
Chase, St. Petersburg; Maas Brothers, Tampa; 
Hatches’, West Palm Beach, and Levy’s, Jacksonville. 

Business all through the state is definitely better, 
declares Mr. Sanders, each month seeing an increase 
in volume over the corresponding month of last year, 
which, in turn, was ahead of the previous year. There 
is less price resistance to meet; women want style and 
quality; they are tired of the cheaper shoes which 
conditions during the past several years made neces- 
sary. With a price range in the shops of $6.95 to 
$12.75—-volume is in the $12.75 shoe. Price is sec- 
ondary today. From June and through August there 
has been an increase of approximately 20 per cent, due 
largely to the fact that more people are taking vaca- 
tions and traveling north for a time. 


This has been a most remarkable Fall for dark colors, 
says Mr. Sanders, Sales for the past three months have 
run to at least 50 per cent dark, and of this a good 60 
per cent was suede. He declares that never before has 
such a run on dark shoes during this season been ob- 
served. There has been reordering in black, brown, 
blue, green, Burgundy and gray. 

Black patents have been very good, but suede is 
the only shoe with a fashion angle now. Its popularity 
continues to hold up and there will undoubtedly be a 
brisk demand for suede right up to the holidays. 


Fabrics are not in the picture. 


As to types, the round toe, high heel is good. There 
is a modified sandal that is smart. Strippings are 
not seen in the smarter shoe; other means of ven- 
tilating the shoe have been introduced. The last is 
the most important part of the new shoe and nothing 
is used to detract from this. Pumps are going strong, 
the trimmed fancy pump and the sandalized pump. 
There is little call for the plain classic pump. Ties 
are holding to the more conservative types. Trimmed 
pumps with higher heel have detracted from ties. 
Straps are not a big factor except in sandals. Square 
heel and toe with 14/8 heel are the thing for spectator 
and campus wear. In the high price shoe the walled 
last is good, but it has no place in the lower price 
bracket ; its beauty depends on high-class workmanship. 

The evening sandal of dyed silk crepe has a new 
aspect. It gives the cross strap idea, the strap starting 
from sole and winding around the ankle with side 
fastening. An open toe and heelless type is the result 
and it is very smart and comfortable. 














IN-STOCK 


The 


“Robin Hood” 


Patent design 
Applied for. 


Reversed Hunting Calf 


with Leather Binding 
Black 
Brown 


Green 
Grey 


Wine 
AA—A-—-B 


PRICE $6.00 — 2% — 30 DAYS 


THE FEDER-GREGG 
SHOE CO., INC. 


4015 CHERRY ST. CINCINNATI, OHIO 





At the request of our clientele we will have a 
September showing of light weight style 
shoes of the same quality as the welts for 
which the Feder-Gregg Shoe Company has so 
long borne a national reputation. 
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T. W. GARDINER COMPANY - 


GARDINER LASTS 


For two generations New England Shoe Manufac- 


LYNN, MASS. 





turers have proved to their own satisfaction that 
Gardiner Lasts reflect Smart Fashions and Depend- 
able Styles. 

\ 


Because of its constant affiliation with New York and 
Chicago style centers, T. W. Gardiner Company is 
able to give the Shoe Trade of New England au- 
thentic service at all times. 





THE LAST WORD 


UNITED 











UNITED LAST COMPANY 














140 FEDERAL STREET, BOSTON, MASS. 
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REGIONAL / SERV 
IN 


The individual and collective experience and 


facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N.Y 

f. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. $T. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

stewart & potrenco, THE LAST WORD ynitep tastco., trp. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 












Page 68 BOOT AND SHOE RECORDER, September 5, 1936 


WEAK ARCHES ARE 
STRONG CUSTOMERS 
FOR YOU! 


Normal feet don’t mind much where they go for 
shoes . . . one store is often as good as another... 
one make of shoe as desirable as the next. 

But weak arches are choosy! They’ve got 
to be. They can’t entrust themselves to 
an inexperienced salesperson, or an 
out-moded store. 

Seven out of ten people who come to your 
store have some form of arch weakness. And you 





























A nominal 
investment 
provides a 


of St seeenal can’t possibly correct that weakness with shoes. 

ie -_ pir ah The only safe, scientific way to normalize weak | 

ments. 
: 


arches is with an adjustable appliance. 

Dr. Scholl’s Corrective Appliances conform to 
every phase of arch improvement. With these mod- 
ern, adjustable appliances you offer your customers 
progressive service. It means they come back to you, 
again and again. The more often those customers 
Easing a fallen arch and balting its fur- return . . the more chance of making extra sales. 
ee That’s why weak arches are strong customers for you! 


Df Scholls — 


tg Al ARCH SUPPORTS 


few weeks as condition of foot improves = 
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soon 




















h 
THE SCHOLL MFG. CO,., Inc. q 
Makers of Dr. Scholl’s Foot Comfort Appliances and Remedies z 
213 West Schiller Street, Chicago ‘a 
62 West 14th Street, New York 112 Adelaide Street, East, Toronto gt 
190 St. John Street, London, E. C.1 sk 
de 
ex 
st 
© With this Arch Fitter Dr. Scholl’s Correc- on 
tive Foot Appliances may be adjusted in a 
moment to an exact fit or to increase the “D 
elevation as the condition of the foot im- in 
proves. Repeating this service over a course mi 
of several weeks firmly cements the customer an 
to your store. sty 
ty 
ble 
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THIS WEEK IN THE SHOE TRADE 
SATURDAY, SEPTEMBER 5, 1936 


NATIONAL NEWS 





Early Demand for Fall Shoes Seen 





Texas Stores Report Increased Business on Better Quality Footwear 


AMARILLO, TEX.—Leading shoe stores 
of Amarillo, Tex., report that sales of 
early Fall merchandise are decidedly 
up in both volume and quality com- 
pared to the same months of 1935. 

Alex Canon, head of the shoe de- 
partment of Blackburn Brothers, larg- 
est men’s clothing store between Dallas 
and Kansas City, declared: “Customers 
are demanding better merchandise, 
and volume of sales has been climbing 
steadily for the past six months. Reptile 
trims are our best sellers in sports, 
and brown is being asked for steadily.” 

Harry Holland, of Harry Holland, 
men’s store, reports: “Being in our 
new building, with all modern fittings 
where merchandise can be properly dis- 
played, probably accounts for much 
of our business increase, but shoe sales 
are up a great deal. Blacks are our 
best, with browns coming strong. Com- 
bination suede and smooth leather is 
good, and light saddle tan sells well.” 

Levine’s department store, where 
removal sales upped the turn-over dur- 
ing August, as they moved into their 
large new home on Sept. 1, gives the 
report that sales in both men’s and 
women’s shoes are high compared to 
1935, and that better quality is sell- 
ing. In the women’s department, black 
suede is best, with green a close sec- 
ond. Green and brown combinations 
are also good. 

Harry Krist, head of shoes at Mari- 
zon’s, women’s ready-to-wear store, 
says: “Black is best, with pumps in 
heavy demand. Green is next, and high 
quality is going good.” 

Seale’s Shoe Store, which specializes 
in corrective footwear for the family, 
is selling suedes for Fall, with bur- 
gundy and green leading in women’s 
shoes. Black is heavy but blue seems 
decidedly off. Seale is adding women’s 
extreme novelty shoes to their Fall 
stock and is already having good sale 
on this type. 

J. C. Penny in Amarillo says: 
“Men’s shoes are pulling up steadily 
in quality, and black is in higher de- 
mand in women’s shoes, with brown 
and green next. Pumps are best in 
style.” 

Palais Royal finds that the sports 
type shoe is the best seller now, with 
blacks, brown, green, blue and bur- 


gundy coming in the order named. 
Quality is better. 

McDavid Department Store, with 
Arch McDavid talking: “Suedes are 
best with black leading the colors. 
Then come browns, blue and green. 
Ties are strong, with the wide strap 
especially good in dress shoes.” 

White and Kirk, women’s and chil- 
dren’s, gives this happy news: “Vol- 
ume and quality are far better than 
in 1935. Suedes are leading, with black 
best. Brown is next, then comes green. 
We have nothing to fuss about now. 
Business is good.” 


Leather Man Candidate 
for Gubernatorial Nomination 


WILMINGTON, Dev. — Richard C. 
McMullen, vice-president and man- 
ager of the Standard Kid Division 
of the Allied Kid Company, has an- 
nounced his candidacy for the Dem- 
ocratic nomination for governor of the 
State of Delaware. Mr. McMullen will 
be one of three candidates in the field 
on the Democratic ticket. He is no 
novice in the political field, having for- 
merly been a member of the Wilming- 
ton City Council and also was a mem- 
ber of a commission appointed by Gov- 
ernor C. Douglass Buck to make a 
study of unemployment insurance. 

Mr. McMullen is a native of Pen- 
cander Hundred and has lived in Wil- 
mington for many years. 





Stage Style Pre-view for Salesmen 


Kansas City, Mo.—H. C. Vollrath 
and his son, Harry Vollrath, Jr., who 
lease and operate the shoe depart- 
ment in the John Taylor Dry Goods 
Company, Kansas City, one of the most 
successful departments in the Middle 
West, gave a style pre-view the evening 
of Aug. 18, for the benefit of their 
salesmen. The sizes were fitted from 
the stock of new shoes received for 
Fall selling, and the clerks were given 
an opportunity to observe the fashion 
points and fitting qualities of the styles 
to be carried in the department. 


In the photograph above, Harry 
Vollrath, Jr., is on the extreme right, 
holding a shoe. H. C. Vollrath, Sr., 
was enjoying a vacation on the Pacific 
Coast and therefore was not present. 
Standing second from the left is Ken- 
neth Taylor, vice-president of the John 
Taylor Dry Goods Company, and sev- 
enth from the left in the back row is 
Clem Hien, sales manager of The Vi- 
tality Shoe Company. Herbert Lape, 
Jr., is standing fifth from the left in 
the back row. He made a special trip 
from Columbus to attend. 
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MARLBORO, Mass.—Marlboro declared 
a@ vacation recently and, for an entire 
week, celebrated in pageant, parade 
and by means of other festivities, the 
one hundredth anniversary of its estab- 
lishment as a center of shoemaking. By 
far the most spectacular feature was 
the miles-long industrial parade which 


cpened the celebration. Shown above 
is the decorated automobile which led 
the contingent made up of officers and 
employees of the Curtis Shoe Co., Inc. 
Four generations of the Curtis family 
have been identified for more than 60 
years with the manufacture of shoes 
in Marlboro. 


s. 





New Stores in the Northwest 


SPpokANE, WasH.—Reports received 
from Harry B. Swanson, salesman 
throughout this territory for the 


' Friedman-Shelby Branch of the Inter- 


national Shoe Company, indicate a de- 
cided up-trend in the shoe business in 
the Northwest. New stores are open- 
ing up, others expanding and many 





are doing a thorough job of remodel- 
ling and redecorating. 

Morris Carter and Don McKee, of 
Lewiston, Idaho, have moved to 
Moscow in the same state, and have 
opened a new store known as the 
Carter-McKee Bootery. Men’s and 
women’s shoes are carried. 

In Colfax, Washington, a branch of 
Hawley’s Bootery has been established. 
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he parent store is in Pullman, Wash. 


Shoemaking Anniversary Celebrated ? whativinieas ites bene oe Meshes 


has opened a new shoe department for 
women on the second flood, handling 
shoes at $5 and $6. “Jim” Swanson 
is department manager; and the buy- 
ing is done by “Al” Doose. This de- 
partment is known as the “Tamly Shoe 
Department.” 


Pittsburgh Stores Remodel 


PittsBuRGH, Pa—The campaign 
among local retail merchants for in- 
creased shoe business this Fall is 
marked by the wholesale remodeling 
and renovation programs under way 
in the leading stores in this district. 
Aware of the fact that a modern 
customer prefers to shop in a modern 
store, shoe merchants have been busy 
during August beautifying their es- 
tablishments and installing the latest 
in fixtures, indirect lighting systems 
and various ornamental fixtures and 
furniture. 

The downtown section recently has 
seen the remodeling of nearly a dozen 
stores, with several others in process 
of completing their programs at the 
present time. Independents have been 
erecting new fronts and their window 
displays are as original and as at- 
tractive as those of any department 
store. 

The remaining Summer shoe sales 
have ended and, as a result, window 
displays are now featuring the latest 
fall shoe styles. 


New Shoe Firm Chartered 


RICHMOND, VA.—K. & M. Shoe Store, 
Inc., of Galax, Va., with maximum 
capital of $10,000, has been chartered 
by the Virginia Corporation Commis- 
sion to deal in shoes and other foot- 
wear. J. C. Kyle, of Galax, is presi- 
dent. 
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Telegrams Used To 
Advertise Fall Shoes 


DENVER, CoLo.— The Fontius Shoe 
Company recently startled their pa- 
trons awake to the fact that in spite of 
the extravagantly hot weather, Fall 
is just around the corner, by hailing 
them with a pink telegram delivered by 
a uniformed messenger boy with the 
following news: 

“If, like many other of our customers, 
you are already thinking ... what shall 
I wear to meet the Fall ... we’re sure 
you'll be interested in the wide selection 
of new I. Miller Fall creations now on 
preview in our shoe department. 

“The smart and practical way to 
‘meet the Fall’ is to choose first, your 
I. Miller shoes and their accessory affin- 
ities. And our preview of Fall fashions 
will give you a wealth of ideas on new 
colors and smart accessory combinations 
for wear with your very first after 
Summer ensemble. 

“We extend to you our most cordial 
personal invitation to attend this show- 
ing at pour earliest convenience. Your 
I. Miller salesman will be happy to 
show you these newest trends in foot- 
wear fashion, and to fit you carefully in 
any styles you may select.” 

The shoes advertised are mostly of 
suede. Colors are black, brown, dubon- 
net, green, wine and red. The Fall trend 
is toward high effects. High arches, 
high heels and high over the instep. 
Prices range from $6.00 to $14.50. 
Straps are first, ties second and pumps 
are rating third. 


Jump In Southern 
Wholesale Trade 


RICHMOND, Va.—lIncreases of from 
9.7 to 36 per cent in sales of five whole- 
sale lines were reported by fifty-six 
firms in the Fifth district during July 
as compared with July, 1935, the 
Federal Reserve Bank here reports. 

The percentage of increases were 
groceries, 19.5; dry goods, 36; shoes, 
9.7; hardware, 23.8, and drugs, 13.9. 
Increases in July over June this year 
were groceries, 14.4; dry goods, 16.9; 
— 55.8; hardware, 9.9, and drugs, 
7.5. 

Cumulative sales for the first seven 
months of this year as compared with 
the like period in 1935 showed gains 
as follows: Groceries, 8.9; dry goods, 
15.5; shoes, 5.3; hardware, 9.2; and 
drugs, 6.3. 


Detroit Store Expands 


Detroit, MicH.— Remodelling has 
been completed at Norman’s Shoe Store, 
downtown woman’s shop operated by 
Norman Rosenberg. A new basement 
is being opened, and will be ready in a 
few weeks for occupancy. This will 
more than double the store capacity, 
and additional space on the first. floor 
will probably be provided later. 


1936 


YPICAL of the refreshing 

individuality and wide 
range of the enlarged Pied 
Piper In-Stock Department 
—The Zephyr presents a 
unique outline in a perfect 
fitting model made more 
salable because of the ut- 
most flexibility of Pied 
Piper patented construction. 
Send for complete new 
catalog. 


PIED PIPER 


SHOE COMPANY 
WAUSAU - WISCONSIN 
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Employment and Productivity 


Survey Completed by New England Shoe and Leather Association 
and Report Issued 


BostoN—The New England Shoe 
and Leather Association has released 
the complete report covering the re- 
sults of its survey of employment and 
productivity in the shoe industry. 

Accompanying the report, the asso- 
ciation makes the following explana- 
tory statement: 

“The last Congress directed the Sec- 
retary of Labor to make a study of un- 
employment, which when completed 
will doubtless be used to advance the 
passage of a 30-hour bill. The shoe in- 
dustry was selected as the first to be 
surveyed. This work has been under 
way for several weeks. Its inaugura- 
tion prompted us to make a study of 
employment and productivity in the 
shoe industry, primarily because ap- 
proximately one-third of all shoe fac- 
tories are located in New England. The 
results are shown in the accompanying 
bulletin. This study is the work of our 
Statistical and Research Bureau and is 
indicative of the service our Associa- 
tion is performing for the industry.” 

The report in full is as follows: 

“Unemployment is probably the 
major problem in this country today. 


Much discussion has centered on its 
causes, and we have heard the panaceas 
of the technocrats and other groups. 

“Of the causes, technological unem- 
ployment, or the loss of jobs due pri- 
marily to the installation of labor-sav- 
ing machinery, has been decried by 
them as the chief evil. This subject is 
now under investigation by the U. S. 
Department of Labor, acting under a 
resolution adopted by the House of 
Representatives directing the Secre- 
tary of Labor to ‘submit to the next 
Congress a list of all labor-saving de- 
vices installed since 1920 and an esti- 
mate of the number of persons out of 
work as a result.” This study, when 
completed, will be used as a further 
argument for passage of the 30-hour 
week bill, and will also form the basis 
for legislation to tax labor-saving ma- 
chinery to support those thrown out of 
employment by it! 

“The shoe industry was selected as 
the first to be studied. Why, we cannot 
say, but if it was because the labor 
officials hoped to prove that there is 
a great deal of unemployment due to 
the installation of ‘labor-saving -ma- 
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From the line of 
WALTER BOOTH SHOE CO. 


BARBOUR DRESSWELT COMPLETES THE SHOE 
BARBOUR WELTING COMPANY, BROCKTON, MASS. 











chinery, we feel they will be sadly dis- 
appointed, as we shall show further on. 

“There is one accepted method of 
measuring changes in productivity in 
an industry outside of conducting a 
factual survey of conditions in each 
plant. This method is based on a sta- 
tistical formula known as the index of 
man-hour productivity. The use of this 
index enables us to study the relative 
changes in the factors affecting pro- 
ductivity of the industry—with some 
highly interesting results. 

“The period chosen, 1926 to 1935, 
adds much to the picture, as a study 
of the accompanying chart reveals, for 
it emphasizes the contrast between the 
increases registered in the three 
periods, 1926-1928, 1931-1933 and 1933- 
1935. 

“A word of explanation and warning 
in the use of this index is advisable. 
First, what is an index of man-hour 
productivity? Structurally, it is 
formed by dividing the index number 
for production for each year by the in- 
dex number of man-hours. Man-hour 
data were used in preference to ‘output 
per worker’ because it remains a con- 
stant and unvarying unit at all times, 
and it.can, therefore, be used as a con- 
sistent measurement for all periods. A 
worker, on the other hand, is not a 
fixed unit of measurement, especially 
where there have been material 
changes in his daily and weekly work- 
ing hours—such as the reduction from 
a 10- to an eight-hour day, or from the 


pre-code 48-hour week to a 40-hour 
week under NRA. 

“Second, the term ‘man-hour produc- 
tivity of labor’ must not be confused 
with the term ‘labor efficiency,’ and 
the changes shown should not be attrib- 
uted solely to the increased productive 
ability, or capacity, of the workers. 
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Probably of infinitely more importance 
in this connection has been the very 
sizable increase in the production of 
low-grade shoes during the depression 
years of 1931-1935. 

“Another consideration is the in- 
creased production, particularly in 
women’s shoes, of footwear calling for 
fewer processes than heretofore. This 
combined trend would naturally result 
in an increase in production accom- 
panied by a decrease in man-hours— 
i.€., a decrease in the number employed, 
or in the average hours worked, or 
both. 

“The other factors involved are the 
reduction in working hours, improve- 
ment in management practices and re- 
duction of waste, more efficient proc- 
esses, increased application of mechan- 
ical power and the like. These indexes, 
therefore, merely show that changes 
have taken place and to what extent; 
they do not point out the origin of the 
changes. 

“It should also be borne in mind that 
the productivity index numbers are 
merely relative figures. They cannot 
indicate, therefore, the actual amount 
of production per man-hour, nor do 
they afford any comparison of the 
actual output in various vears. This 
information can better be secured from 
the following table, containing index 
numbers of man-hours, shoe production 
and man-hour productivity. 


Gain in Man-Hour Productivity 


“It is apparent from this data that 
the man-hour productivity for this in- 


‘dustry has made a substantial gain of 


38 per cent from 1929 to 1935, and in- 
cluding the prior three year increase, 
one of 52 per cent from 1926 to 1935. 
An analysis of the factors responsible 
for the increase for the period 1929 to 
1935.indicates that shoe production in- 
creased 6 per cent, from 361,412,183 to 


Man-Hour Productivity in the Shoe Industry 
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883,761,499 pairs. At the same time 
the man-hour index showed a drop of 
23 per cent, the result of a greater 
than 3 per cent drop in employment, 
from an average of 205,600 in 1929 to 
an estimate of 197,600 employed in 
1935, and a drop of 20 per cent in the 
average number of hours worked in 
the industry, from 44.3 to 35.5 hours. 
What are the explanations? 


Effect of NRA on Shoe Industry 


“The most striking fact that stands 
out from this analysis is that employ- 
ment in the shoe industry in 1935 was 
as high as it was, considering that the 
country had not as yet come out of the 
most severe depression in its history; 
and considering also that a large pro- 
portion of the output in this period 
was in the lower grade footwear, as is 
shown by the fact that from 1929 to 
1933 there was a 42 per cent drop in 
the value of output although produc- 
tion was only 8 per cent lower. The 
manufacture of these ‘cheap’ shoes, as 
it is well known, requires much less 
time and labor than do the higher grade 
shoes, so it is safe to conelude that em- 
ployment suffered. Another factor 
which affected employment unfavor- 
ably was the increased production of 
cemented sole shoes and sandals, for 
these require fewer workers, and in 
some cases processes, than do the Mc- 
Kay and Goodyear Welt types. 

“A further check on increased em- 
ployment in our industry were the 
NRA principles of the 40-hour week 
and the establishment of minimum 
wage rates. Although no figures are 
available to substantiate this point, it 
can be readily confirmed by practical 
men in the trade that the arbitrary 
setting of minimum wage rates, with 
its added labor costs, resulted in man- 
agement from the president to the 
superintendent and foremen, acting 
with greater efficiency and zeal in im- 
proving factory conditions for the 
primary purpose of minimizing waste 
and loss of time. It is interesting to 
note that this same conclusion was 
reached in a government survey of 
labor productivity in the leather in- 
dustry from 19238 to 1931! 

“The setting of a maximum 40-hour 
week for the industry (except that dur- 
ing eight weeks of a six months’ period 
45 hours per week was permissible) 
naturally cut down the productive ca- 
pacity of machinery already installed 
at the time the code went into effect. 
This brought about a fundamental 
change which has been too little recog- 
nized by advocates of a shorter work- 
week. And this was that for the prin- 
ciple of ‘elasticity of hours,’ which was 
possible through over-time operation, 
and which increased the productive ca- 
pacity of existing machinery, there had 
to be substituted ‘elasticity in machin- 
ery equipment.’ This meant that when 
output had to be increased materially 
additional machines had to be installed. 
It may be argued that these machines 
required new operators, but it is also 
true that the gain in employment 





Our Personnel: 


George B. Rosenfield, for 
forty years a master shoe- 
maker, and president of 
the Cornell Shoe Com- 
pany since its inception. 
This pioneer craftsman is 
leading the Cornell Shoe 
Company once again. 


Thomas D. Mackey, vice- 
president. Well known to 
every buyer of high-grade 
shoes in America. 


Joseph Starr, secretary, 
equally well known as a 
prominent designer of 
beautiful shoes. 


we 


We 


and 


335-345 EAST 27th STREET 





announcing the re-establishment of 


The Cornell Shoe Company, Inc. 


makers of the finest grade women’s footwear 


We make this announcement with 
pride. For twenty years we have stood 
at the head of shoe manufacturers in 
producing exquisitely styled and per- 
fectly made footwear for women. 
Today, we again assume our original 
position in the shoe industry. Today, 


women will wear. 


us at our thoroughly modern factory 


Street, in New York City. 


The Cornell Shoe Company, Inc. 


again make the loveliest shoes 


most cordially invite you to visit 


display rooms, 335-345 East 27th 


NEW YORK CITY 








Table Showing Increase in Man-Hour Productivity 


Shoe 
Production 
Index* 


Yo 


90 
95 
95 
100 
84 
87 
87 
97 


Jo 


99.4 
100.8 
95.8 
100.0 
84.9 
87.2 
80.7 
83.5 
76.6 
76.8 


1926 
1927 
1928 
1929 
1930 
1931 
1932 
1933 
1934 98 
1935 106 


® Federal Reserve Board Index. 


1929—100% 
Man-Hour 
Index” 


Percentage 
Increase* 
From 
Year 
Before 


Index of 
Man-Hour 
Productivity® 
%o 


90.5 
94.2 
99.1 
100.0 
98.9 
99.7 
107.8 
116.1 
127.9 
138.0 


0.9 

— 1.1 
0.8 

8.1 

7.7 
10.1 
7.9 


> Estimated total employment multiplied by average hours worked per week. 
¢ Shoe production divided by man-hour index numbers. 


4A minus (—) sign denotes decrease. 





lagged far behind the increased output 
of the new machines. 

“The following comparison throws 
some light on this point. From 1933 
through 1935, years before and during 
the code period, a 11 per cent reduction 
in the work-week and a 9 per cent in- 
crease in shoe production resulted only 
in a 3.5 per cent gain in employment. 
During the period 1926 through 1929, 
on the other hand, when there was no 
change in the hours worked per week, 
a’ 10 per cent increase in production 
was accompanied by a better than 1 
per cent rise in employment. 


Conclusions 


“To summarize, we see that the 
primary results of the NRA were to in- 
crease the efficiency of management 
and labor, and also to compel manufac- 
turers to install additional machinery 
to meet an increased demand. This 
should give the advocates of the 30- 
hour week some cause for thought. For 
if a sharp reduction in hours, from 45 
to below 40 under the NRA resulted 
in increased machinery and more effi- 
cient operation, so that production 

[TURN TO PAGE 74, PLEASE] 
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Fall Shoes in the Foreground 
[CONTINUED FROM PAGE 64] 


models fashionable baby calf in a new 
Fall version of the Blucher oxford. 
Suede inserts and perforated stitching 
acclaim ‘the Wells’ as outstanding in 
this season of glamorous footwear. A 
shoe (this new last ought to be named 
the ‘flatterer’) intended to harbor the 
heavy type foot with heavy features 
like big heel, large forepart and toes. 
In it, the foot actually seems slender 
and petite. Constructed to prevent in- 
ward and outward rotation. There’s 
a new pulse of fashion in Coward 
shoes”—Coward, New York. 

“Vintage. Smartest accent color for 
this black season . . . equally striking 
with green, gray and blue costumes. 
, When lush autumn yields its 
harvest of rich, warm colors, it’s 
VINTAGE time with poet and peasant. 
And now it’s VINTAGE time with 
fashionable women who seek the newest 
and the most striking accent color 
for their Autumn ensembles. For I. 
Miller, with the authentic vision which 
has characterized similar predictions 
in the past, again sponsors color in 
Autumn footwear. Titian brown, 
Steely Gray, Fir Green, Blue, and most 
important of all... . VINTAGE.... 
VINTAGE ... with the color and the 
cheer of bubbling wine-brown grapes. 
... VINTAGE ... favored by leading 
designers at recent Paris openings ... 
see VINTAGE in our windows ... 


an outstanding collection of shoes, bags, © 


gloves and hosiery.”—I. Miller, New 
York. 

“Here’s looking at you! ... with 
Planter’s Punch. Something to look at, 
something to toast to (and with). A 
shoe (as well as a drink) that’s a 
knockout. Our new Planter’s Punch 
in black and colored suede . . . 6.98... .” 
Macy’s, New York. 

“New suedes, 10.25. Here are four 
models (two sketched) picked by 
fashion editors as leaders in the new 
Fall mode. One is a high-riding step- 
in, a zig-zag strap sandal, an oxford 
and a tailored strap. They’re young. 
They have modified round toes, and 
each one will look as well on a weeny 
2% foot, popular 6B, as on a 10 
AAAAA, As you know by now, suede 
is the rage in shoes for Fall. This 
quality is particularly rich and deep. 
The colors are as right as the fashions 

. onyx black, mink brown, hedge 
green, squirrel grey or sherry red.’”’— 
Shoecraft, New York. 





Donald A. Brown 


RACINE, Wis.—Donald A. Brown, 64, 
retail shoe merchant at 1514 Washing- 
ton Avenue, died suddenly at his home 
here August 19. Mr. Brown was born 
in Ontario, Canada, and had lived in 
Racine 20 years. He was a member 
of the Uptown Business Men’s associa- 
tion and is. survived by two sisters. 
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Employment and Productivity 
[CONTINUED FROM PAGE 73] 


gains out-distanced a rise in employ- 
ment, how mueh more serious would 
this be if the work-week were to be 
further cut to a maximum of 30 hours? 

“If one were to carry this thought 
to its logical conclusion, the machine, 
it seems, would become the dominant 
factor in our industry; the attempt to 
conserve factory space, etc., would pro- 
vide a strong impetus for the invention 
of more automatic machines to perform 
several or more operations at once; 
and the result of substantially lower 
weekly and annual earnings for the 
worker would more than offset any 
small gains in employment. 


No Processes Eliminated 


“Finally, as to the introduction of 
labor-saving machinery in our indus- 
try, it is well known in the trade that 
during the past decade there has been 
virtually no new machines brought out 
that have eliminated important proc- 
esses or have directly thrown workers 
from their jobs. Of course, there have 
been improvements and refinements in 
existing machines, but this spells prog- 
ress, and without it the record produc. 
tion of 1935 would not have been pos- 
sible. It seems safe to conclude that 
the government study will find little 
evidence of technological unemploy- 
ment in our industry.” 
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Orthopedic Institute Big Success 





Five-Day Session at Hotel Roosevelt, New York, Has Enrollment of 
168 Merchant "Students" 


New YorK—When eastern merchants 
found it inconvenient to go to Danville, 
Ill, the Musebeck Shoe Company 
brought their Orthopedic Institute 
School to the eastern merchants, and 
were splendidly rewarded by the at- 
tendance of shoe merchants and clerks 
from every eastern state. 

One hundred and sixty-eight merchant 
“students” attended the five-day course, 
held throughout the week of August 
24th, at the Roosevelt Hotel in New 
York City. 

A visitor to the “school” saw a large 
room full of earnest men (and a few 
women) listening carefully, asking 
occasional questions and making notes 
in their convenient loose-leaf books— 
for all the world like a college class at 
lecture ... but far more attentive ... 
as the speaker explained the points of 
the slides used to illustrate his talk. 

Asked how the Orthopedic Institute 
School came about, Richard Milton, 
publicity director for Musebeck Shoe 
Co., explained: “Two and a half years 
ago, George Musebeck, our president, 
established the Orthopedic Institute 
under the direction of Dr. Melvin L. 
Hole, M.D., F.A.S.C., who has had wide 
experience as an orthopedic surgeon. 
The purpose was to make the Institute 
a reservoir of research data, x-ray pic- 
tures and other study of the feet; the 
findings to be used in the manufacture 
of shoes and for the dealer in fitting 
and featuring his properly constructed 
shoes. 

“This research led particularly to the 
question of posture, foot and body bal- 
ance, and the law of tissue (which 
means the prevention of undue tearing 
down of foot tissues through improper 
shoes). After the Institute’s research 
had continued for a year and a half, 
studying and recording case histories 
from every section of the country, and 
all types of foot troukles, it was con- 
sidered timely to give this information 
to the retailers . . . and the first Ortho- 
pedic Institute School was held in Dan- 
ville late last year.” 

The completeness of the School’s 
“curriculum” is evidenced in the pro- 
gram covered in the five day course. 
Included were the following subjects: 
Sales Engineering; Man, the Machine; 
Foot Balance; Posture; The Law of 
Tissue; Foot Mechanics and Shoe Con- 
struction; Lasts, Patterns and Foot 
Control; A Pioneer Selling Plan; Tools 
of Health Spot Shoe Selling; Technique 
of Health Spot Shoe Selling; The 
Health Spot Budget; The Power of 
Advertising; Newspaper Advertising; 
The Shoe in Romance and History; 
Radio Advertising; What Is A Balanced 
Shoe Line; Analysis and Fitting 
Demonstrations. 

Throughout the “course,” the screen 
was used to illustrate various lectures. 


GEORGE MUSEBECK 


One of the special highlights was the 
invisible sketch: “Overcoming a Cus- 
tomer’s Objections,” in which actors 
impersonating the woman customer and 
the shoe salesman were in another 
room, and their conversation carried to 


Page 75 


the assembly hall, with a speaker sys- 
tem. Every objection that could be 
discovered in a preliminary survey was 
covered in their dialogue. 

Expressing his opinion, Mr. Muse- 
beck said he believes that the individual 
he termed the Fifth Man is essential to 
prosperous business. “We have,” he 
said, “engineers, manufacturers and 
distributors, labor and service profes- 
sions. Now we need the sales engineer 
to help floundering industry. We have 
them, called trained merchandisers, in 
department stores and big concerns... 
but usually they know only how to sell 
on a price or style appeal. 

“The sales engineer, as I see him, 
looks upon his job as a service job. He 
doesn’t think of his job merely in terms 
of the manufacturer or the retailer or 
the consumer. He sees his job as a big 
job, one that has a three-fold respon- 
sibility . . . to distribute goods, to sell 
goods so that laborer, manufacturer 
and retailer—three vital factors of our 
distributive system—all will receive a 
just and fair profit. 

“As far as the shoe industry is con- 
cerned, the sales engineer already is 
breaking through the dam which has 
held in check millions of dollars in 
backed up buying power. In a country 
overrun with $1.65, $2.35 and $3.45 
shoes, he’s successfully selling shoes at 
$10 a pair. Because he has knowl- 
edge; because he has learned a pro- 
fession and learned it well, he is able 
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to sell people $75 or $80 worth of shoes 
a year each, where they had been buy- 
ing a $5 pair of shoes and making it 
do for all occasions. 

“As a sales engineer, you must plan, 
work, think. You will need to ever- 
lastingly study and work. Your reward 
will be two-fold: You will do good. 
You will make money.” 

An enjoyable banquet was held at the 
Hotel Roosevelt on Thursday evening, 
with more than 200 shoe men, and 
ladies, in attendance. George Muse- 


beck was toastmaster; Richard Milton 
was the introductory speaker, and the 


following responded to toasts: A. L. 
Young, of The Medical Record; Mrs. 
A. G. S. Buxton, of London, England, 
and Everit B. Terhune, president of 
BooT AND SHOE RECORDER. 





New Shoe Department 


FALL River, Mass.—Nat Nierman is 
manager of the new shoe department 
at the Enterprise Department Store, 
which was started here recently. The 
department sells shoes up to $3 for 
men, women and children. 

This department takes the place of 
the former shoe section operated in 
Steiger’s, large department store, 


which closed out several months ago. 
At that time, Leo Gendrone was in 
charge of the footwear departments, 
operating a basement and street floor 
section. 





Shoe Man Entertains Ad Men 


PorRTLAND, OrE.—Ever taking a lead- 
ing and abiding interest in advertising, 
Will A. Knight, grand old man of the 
retail shoe business of Portland, a 
leader in associational work of the 
Pacific Northwest Shoe Retailers, 
staged a grand party at his home re- 
cently for the advertising men of the 
Oregon metropolis. 

This perfect Summer festival was 
entitled “A Night at Knight’s” and 
the “Knightly” touch was apparent 
throughout. It was the annual Sum- 
mer picnic and evening party—of the 
Advertising Club of the city. A picnic 
dinner was served at 7.00 o’clock on 
the beautiful lawn of the Knight home. 
The outdoor picnic atmosphere was 
given a romantic touch by the playing 
of Hawaiian music during the evening. 

Mr. Knight, who is a director of the 
Portland Ad Club, extended a special 
invitation to the new members of the 
club, especially those joining in the 
past two weeks, to join the party on his 
spacious greensward and attractive 
home grounds, where “Knightly” hos- 
pitality reigned. 

The “Night. at Knight’s” proved to 
be one of the most attractive events 
on the yearly calendar. Kenneth W. 
Holman, immediate past president of 
the Portland Club, headed the special 
committee of the advertising organiza- 
tion, arranging for attendance at the 
shoeman’s home, assisted by President 
J. O. Feck’s new greeter committee, 
Kay H. Oleson, Lyle Nosler and Allan 
Rinehart. 


New Health Shoe Shop 
In Baltimore 


BALTIMORE, Mp.—Baltimore’s newest 
orthopedic shoe shop under the name 
of Storm’s Foot Health Shoe Store, 
has formally opened for business at 
207 N. Charles Street, making a very 
substantial and distinctive addition to 
this particular field in the exclusive re- 
tail shoe industry. 

Frank R. Young, for a number of 
years identified with the retail shoe 
field in New York, is manager. Hid- 
den stock is a feature of the establish- 
ment. The front half of the store is 
devoted to the fitting or sales section. 
Comfortable, deep-cushioned chromium- 
armed-and-legged chairs for customers, 
make it pleasant to be fitted in this 
shop. Walter T. Dickerson’s Arch 
Lock and Arch Relief, Musebeck’s 
Health So-Port and Foot So-Port and 
Propr-Bilt shoes are featured. Head- 
quarters of the concern are in Wilming- 
ton, Del. A third store is operated at 
Washington, D. C. 


Store Takes 5-Year Lease 

CLEVELAND, O.—The Bender Shoe 
Co. has leased a store at the north- 
east corner of Woodland Avenue, S.E., 
and E. 55th Street, Cleveland, for 
five years. 
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Two Fort Wayne Stores Move 


Fort WAYNE, IND.—Two Fort Wayne 
retail shoe stores have leased new and 
larger quarters. Both locations have 
been . extensively remodeled, making 
them among the most modern footwear 
stores in the Middle West. 

The Entroth Shoe Company, distrib- 

utors of Dorothy May shoes, has leased 
the property at the northwest corner of 
Calhoun and Berry streets. The lease, 
which is for six years, involves a total 
rental of $76,500. C. B. Clark is in 
charge of the new store. 
‘ The Louis Ostrov Company, distribu- 
tors of Walker Shoes in Fort Wayne 
for many years, has taken the building 
at 114 West Wayne Street, which it oc- 
cupied after the installation of an at- 
tractive new front. 





Summer Sales Successful 


NorFotk, VA.—Preliminary to bring- 
ing out Fall styles, shoe retailers in 
Norfolk are using their merchandising 
brains in efforts to clear Summer 
stocks. As a result, sales volume shows 
a decided uptrend despite one of the 
hottest Summers in the history of the 
weather bureau. The old _ stand-by 
method, that of a Summer clearance, 
has proven effective once more. Ad- 
vertising in local press and airings by 
radio have combined with good sales- 
manship to get business. 
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Dayton Merchants to Meet 


DAYTON, OHI0—Review of the ac- 
tivities and accomplishments of the 
Dayton Shoe Retailers’ Club, the old- 
est organization of its kind in Ohio, 
will be a feature of the annual meet- 
ing to be held on September 16, it 
has been announced by President Louis 
A. Miller. Following the dinner, elec- 
tion of officers will be held and plans 
made for the Fall and Winter months. 

All traveling salesmen who expect 
to be in Dayton or its vicinity on this 
date are urged by President Miller to 
attend the dinner meeting. Definite 
decision on the meeting place has not 
been made, but it is expected the club 
will gather at the Hotel Gibbons. 


Store Opens in Bristol, Conn. 


Bristot, CoNN.—A shoe store at 111 
North Main Street has been opened 
under the trade name of Martin Shoes 
after completion of a remodeling pro- 
gram. Popular priced lines for men, 
women and children are carried, in- 
cluding several corrective types. 


Berland Shoe Stores Chartered 


CLEVELAND, O.—Berland Shoe Stores, 
Inc., has been chartered. The charter 
provides for 250 shares of no par 
value. Incorporators are M. Ferris, 
L. L. Goodman, and D. N. Olson. 


New Educational Director 


CoLuMBUS, OHIO—The Walter T. 
Dickerson Company of Columbus of 
Columbus, Ohio, has announced the 


KENNETH RANSOM 


appointment of Kenneth Ransom as an 
additional educational director for the 
company. Mr. Ransom joins the Dicker- 
son Company after a very successful 
association with the F. and R. Lazarus 


Company ‘of Columbus. He will cover 
the eastern part of the United States, 
conducting sales clinics and assisting 
the dealers in the promotion of Dicker- 
son’s Archlock and Arch-Relief Shoes. 

Sidney E. Lein will continue as edu- 
cational director for the company in 
the western part of the United States. 


LaMode in New Home 


Los ANGELES, CALIF. — LaMode, 
Shoes, has moved to handsome new 
quarters at 713 West Seventh St. This 
move gives them a sales room twice as 
large as their former store on South 
Flower Street. Long narrow windows, 
with deeply recessed bulkheads, are at- 
tractively set off by the blue glass at 
the base of the windows and over the 
top. Natural glass bricks over the top, 
also lend their charm to the setting of 
the front. Inside, a blue wall-to-wall 
carpet, egg-shell and rust seats and 
divans, indirect lighting system and 
ivory colored walls, all go to make this 
a most colorful, and harmonious shoe 
store. All stock is concealed. Some very 
unusual show cases have been worked 
out. According to Manager Louis 
Waters, the store will continue to carry 
the same type of shoes which has gained 
them a substantial trade during their 
18 years of existence. Fashion and 
sophisticated patterns which retail 
from $8.50 to $16.50 are high-lighted. 
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"College Sale’ Makes Good 


NorFotk, VA.— Hofheimer’s, Inc., 
High Street, Portsmouth, is making the 
cash register ring with a “College 
Sale.” The idea is to fit out the young 
people before they leave for their re- 
spective colleges, thus holding the 
trade in this area. 


while many sizes are continued on to the 
10s. That is the reason for the repre- 
sentation of the women’s lines. 

Just the reverse of usual methods of 
operating a stock is practiced here. In- 
stead of seeing how small a stock the 
store can get by on, the management 
endeavors to see how large a stock can 
be carried and still get a three-times 
stock turn, with a perfectly clean and 
healthy lot of shoes at all times. 

Rather a novel way, if it can be got 
away with. It works here, so there 
cannot be any argument on that score. 

Turnover is not a major problem with 
the Fosholdts. The Number One Prob- 
lem is “Getting More Shoes Sold 
Right.” At that our old friend Turn- 
over is well taken care of in the natu- 
ral trend of things in this well con- 
ducted shoe business. 

No mark-down sales have ever been 
held since the business was originally 
started, even though the great majority 
of the shoes are made-to-order. Having 
shoes which will be outstanding and 
individual has gone a long way in estab- 
lishing this store in the minds of the 
public. 

This is one store which has never 
lowered its grades, but has steadily 
strengthened them. Better grades have 
been consistently rounded out, season by 
season. Each year has recorded an in- 
crease in volume and net profits. The 
Fosholdts reason it pays them to prac- 
tically operate their own wholesale 
house for they have shoes to sell when 
the customers want to‘buy them. And 
they also have the rather quaint idea 
a patron in the store should have im- 
mediate, complete service. Doing busi- 
ness on rather a simple principle, they 
reckon about the only way to insure this 
service is to have shoes to sell. 

Some lines show very slow action, 
on account of the unusualness, so these 
numbers possibly do not show more 
than a one-time turnover a year. “These 
shoes do not make us any money, but 
think of the prestige and advertising 
that line brings us,” enthused Raymond 
Fosholdt, the technician in this family 
group of three real shoe men. 

Later when speaking of the “Never 
A Sale” policy, “Our most satisfactory 
business building trade comes at the 
time when the other stores are having 
their sales or are out of sizes of whites 
along in July and August. We have 
the sizes, at regular prices, however.” 

Again, “What is a big stock of shoes 
with five men selling against it all day 
long, day in and day out?” 

On mark-up: “Mark-up means a lot, 
too. We can make more money on a 
three times stock turn than many stores 
can show on a six times turnover be- 
cause we take a good fair mark-up. 
The average shoe buyer is afraid to get 
enough gross profit to cover the cost of 
his shoes; the cost of good service and 
a fair adequate return for investment 
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Planning a Children’s Stock 


[CONTINUED FROM PAGE 50] 





and supervision. Too many reckon just 
the cost of the goods, the cost of doing 
business and their adjustments as their 
total costs, then wonder why their chil- 
dren’s shoe department is not making 
any real net profit. 

“We figure the cost of extra good 
service to be worth at least a third of 
the overhead load, as against two-thirds 
of overhead as it is usually understood. 
There is a catch in this mark-up busi- 
ness which is most important. Shoes 
must be worthy and capable in every 
respect of standing this service charge. 
Shoes bought and sold on a competitive 
basis cannot be made the basis of- any- 
thing but price selling. Against all 
this is the background for warranting 
us to carry a most complete stock.” 

On why good shoes do not give ser- 

ce: “Nothing touches a parent more 
than specific attention paid to their 
child’s foot problems. A reason why 
so many people do not get satisfaction 
from buying good shoes for their chil- 
dren is that the shoes are sold wrong. 
That does not imply misfitted, but mis- 
sold. People are allowed to buy light 
dressy straps for school or duty wear, 
when a good sturdy oxford should have 
been purchased.” 

On feet records: “A Pedagraph file 
of all children’s feet is invaluable in 
charting yearly or even quarterly 
progress of all kinds of feet. This is 
particularly so in the case of those who 
must wear the corrective types of 
shoes.” 

Much can be learned in selling good 
shoes in this shoe store down by the 
sea. No matter how skeptical or price- 
minded the first time customer may be, 
the first, thought is to establish confi- 
dence in’ the salesman and the store. 
When that is accomplished, strangely 
enough, price never comes up again as 
a disturbing factor. Regular custom- 
ers here have only one question to de- 
cide, other than the purpose of the 
shoes, color. The shape of the last, the 
size, the price is never a topic of con- 
versation or controversy. — 

“Nothing does me more good than to 
overhear people who may be walking 
down the street past our store say 
rather proudly, ‘Here is where we buy 
all our shoes.’” So said G. Fosholdt to 
me, as with his two sons standing with 
him, this rather remarkable interview 
was concluded. 


Fall Fashion Week in Alabama 


FLORENCE, ALA.— The Bootery, at 
Florence, Ala., observed Fall Fashion 
Week beginning Aug. 15 by showing a 
large array of fashionable shoes and 
hosiery for women, with special atten- 
tion to fitting. The store is one of 
the best in the Muscle Shoals section 
of north Alabama. 
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THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 


BY MASTER CRAFTSMEN 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


1636 RANSTEAD ST. 
PHILADELPHIA, PA. 





Trade 
Literature 


A very attractive catalog, in four- 
color process, printed on coated stock 
and illustrating the in-stock styles of 
the Nunn-Bush Shoe Company has just 
been sent to the trade. A special fea- 
ture of this catalog is the “Fitting 
resolution” on the inside back cover, 
which gives an example of where the 
clerk—the manufacturer’s resale agent 
at the fitting stool—is pledging himself 
to give service to patrons. 


The Brown Shoe Company has just 
issued the Fall and Winter edition of 
their in-stock catalog for 1936 and 37. 
The new catalog is an attractive spiral 
bound book containing 120 pages, with 
the shoe illustrations and descriptions 
clearly and attractively printed in roto- 
gravure, letter press and offset. The 
cover is an imitation leather, on which 
the name is embossed; rather than 
printed. It contains complete illustra- 
tions of display material, etc., prepared 
to help the dealer. Separate enclosures 
feature the new Air-Step line for both 
men and women, and also a line of 
genuine Kangaroo shoes for men. 


Four new Fall and Winter catalogs 
issued by the International Shoe Com- 


pany feature the following well-known 
brands of shoes—Queen Quality, Dor- 
othy Dodd, Winthrop and Vitality. 

Both the Queen Quality and Dorothy 
Dodd books are offset on coated stock, 
and illustrate one women’s shoe to each 
page, together with full description of 
the sizes, colors and types of leathers. 

The Winthrop catalog of men’s shoes 
is offset on linen finish stock. The 
cover of leatherette stock has the name 
and trade mark embossed thereon. In- 
cluded in this catalog are two pages 
devoted to the company’s individualized 
advertising plan, which is getting quick 
results for dealers. 

The Vitality Shoe Company catalog 
is an attractive spiral bound book of 
128 pages. This catalog, featuring 
both men’s and women’s Vitality shoes, 
is printed on coated stock in three 
colors, and the cover in four-color offset. 
It devotes an entire page to each shoe 
illustration, and gives complete descrip- 
tion of the colors, sizes and types of 
leathers, together with price. 


The new 1936-37 edition of the M. A. 
Packard Company catalog showing 
men’s shoes has just been sent to the 
trade. It contains complete illustra- 
tions and descriptions of the in-stock 
department which this company will 
carry this coming Fall and Winter. The 
cover is letter press varnish on coated 
stock in three colors—black, red and 
gold. It is a helpful aid in keeping the 


dealer’s stock at a point that will 
satisfy his trade. 


A page near the front on which are 
pictured fifty-four toe shapes, arranged 
alphabetically by names, is an inter- 
esting feature of the Fall and Winter 
in-stock catalog of the W. L. Douglas 
Shoe Company of Brockton. Following 
this come four pages devoted to the 
Douglas Normal Tred line, then twenty- 
two pages to the regular men’s lines— 
the catalogue ending with two pages 
devoted to the boys’ line, of which there 
are twelve numbers in stock. The 
catalog is just off the press and is now 
being distributed to the trade. 


As an example of visual presentation 
of the facilities offered by a business 
house to its customers, a portfolio re- 
cently sent to their twenty-two sales- 
men, and certain of their customers by 
the wholesale specialty shoe house of 
D. Myers & Sons of Baltimore, is one 
of the most comprehensive that has 
crossed this desk. It is beautifully 
bound in loose leaf spiral binding and 
jet flexible cover. 

Within, the sheets are of cardboard, 
illustrated wtih original photographs 
of sample and stock rooms, and each 
page descriptive of the facilities: for 
service to their customers, together 
with examples of the type of mail 
matter that is used to keep customers 
informed of the rapid changes in styles 
offered as they occur. Each copy is 
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NEW KIND OF SHOE POLISH 





SWAGGER LIQUID SHOE WAX 
REVOLUTIONARY 


Colors that sell as fast as white! 
The first “ year-round-flash” in 
polish. REPEATS . . . PROFITS. 


Send for FREE SAMPLE Today 
SWAGGER, INC. + 916 PARRISH STREET 
Philadelphia, Pa. 

















individualized with an imprint of the 
name of the person to whom it is sent, 
and altogether it is a presentation of 
great interest and value. 





“Red Cross Shoes” for Fall and 
Winter are catalogued attractively in 
@ 9x12 spiral white plastic bound book, 
with a colorful cover showing a beauti- 
ful girl in summer white outfit against 
a rich blue background. Forty-two 
styles are illustrated, nicely covering 
the entire range of patterns in pumps, 
step-ins, straps and oxfords; also six 
appealing sport types in rough leathers. 
The line reflects careful thought plus 
smart styling. This attractive catalog 
went out to the company’s patrons this 
month. 





“Kali-sten-iks” shoes go forth to the 
trade catalogued in a new and colorful 
garb, most of the shoes being shown in 
color, and the interior of the book 
having new illustrations of children’s 
activities. The new French toe styles 
have been given smart styling in both 
the misses’ and children’s runs. Each 
page emphasizes with a color back- 
ground the sole trade mark. The line’s 
many features are also given proper 
prominence, plus the many dealer sell- 
ing helps. Copies of the catalog are 
available to dealers who are interested 
in grading up. Requests will be for- 
warded to the manfacturer. 





Freeman Shoes for Fall and Winter 
available from stock are pictured in a 
new and different catalog, most of the 
shoes. being shown in natural colors, 
done by the engraver’s direct photo- 
graphic process, thus showing the 
shoes “as is” with no furbishing or re- 
touching. Alligator trims and rough 
leathers add a flare to the styling of 
this very successful line for men who 
want to be well groomed. The various 
shades of tan are shown and in con- 
trast with the same styles in black. It 
is an easy catalog to order from. The 
cover is a burnished gold, with wire-o 
binding. Its size, 7 x 9, makes it handy 
for filing. Requests for copies will be 
forwarded to the manufacturer. 





“Slippers by Swan” is the title of 
a somewhat unusual catalog now going 
out to their customers from the Swan 
Shoe Co. of Baltimore, makers of soft 
and hard sole slippers and novelty foot- 
wear for men and women. The cover of 
the catalog is shaped to represent a 
partially opened book and serves as 
well as a protective edge for the catalog 
proper. The latter illustrates as well 
as describes each item, thereby giving 
the reader a complete representation 
of the number. 





More dapper than ever, “Edgie” . . 
that man of accomplishments . . . pre- 
sents the Edgerton line of 53 styles of 
men’s shoes for Fall and Winter in the 
new in-stock catalog just released by 
the Edgerton Shoe Company, Milwau- 
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kee. A caricature profile portrait of 
“Edgie” graces the cover, and through- 
out the pages of the catalog “Edgie” 
may be seen enjoying all the activities 
so acceptable to all young men. Start- 
ing with his return from a trip abroad 
we follow him through the complete 
cycle of college activities, with, of 
course, the correct types of footwear in 
their natural colors accompanying each 
illustration. Merchants will find this 
an easy catalog to order from. Copies 


will be furnished on request. 





Something entirely new, clever and 
practical is very descriptive of the 
Huth & James Shoe Mfg. Company’s 
catalog, just released to the trade. The 
catalog is spiral bound, showing the 
Modern Miss styles for Fall apd Win- 
ter with one shoe illustrated on each 
page. Attached to the catalog is a cut- 
out frame, so that when it is erected it 
makes a beautiful display frame for 
any of the shoes illustrated. The shoe 
illustrations, all in color, are on a spiral 
binding and can be changed at any 
time. Merchants will get real inspira- 
tion from this unusual catalog, and 
copies will be gladly sent on request. 





The Rovick Theatrical Shoe Com- 
pany of Chicago has just issued an in- 
stock catalog covering their complete 
line of theatrical and athletic footwear. 
Merchants will find a wealth of inter- 
esting ideas and suggestions in this 
catalog, a copy of which will be gladly 
sent on request. 


Chain Group Expands 


BALTIMORE, Mp.—Felser Bros., Bal- 
timore’s leading operator of a chain of 
shoe stores, has added another link 
by opening a unit at 2311 East Monu- 
ment Street, making the ninth unit in 
the chain. Felser Bros. has been iden- 
tified with the retail shoe field of this 
city for a number of years, catering 
to the family trade and featuring pop- 
ular-priced footwear for men, women 
and children. The stores: are the 
“Home of Burt and Sullivan” shoes 
for men and boys and “Brother-and- 
Sister” shoes for children. By open- 
ing its new unit, the organization has 
virtually encircled the city, as it has 
its stores located in such a manner as 
to reach the public in all sections. 

The main store of Felser Bros. is at 
1025-27 S. Charles Street. Other stores 
located at 103 W. Lexington Street, 
where it operates as the “Shoe Box”; 
519 N. Gay Street; 3200 Greenmount 
Avenue; 3604-08 Eastern Avenue; 429 
S. Broadway; 906 Pennsylvania Ave- 
nue; and 1227-29 W. Baltimore Street. 


New Thom McAn Store 


BALTIMORE, Mp.— The Thom McAn 
shoe store organization of New York, 
will. open another Baltimore branch, 
to be located at 2120 East Monument 
Street, about the first of September, 
following necessary improvements, 
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UNITED SHOE MACHINERY 3. on 


appropriate on many Fall 


CORPO RATION and Winter oxford models. 


They are snappy, too. 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Autumn Window Cards And Tickets 
Now In-Stock—They Will Attract 

















Customers To Your Shoe Displays 






DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


Appropriate oak-leaf design in 
autumn shades of orange, 
papesir cl na 14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 
women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 
tickets available. 


FRA Haass Od nel ne ARS NAT de ah Mla Mead Paeteael. poe ~ 


WITHOUT STORE NAME: 6 dozen, $1.10—I2 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00-—200, $5.00 


SSS 


MERCHANDISING AIDS 





Polly Cli 
Pouy Cup for Price ee take 


: Tilt at any angle. Bronze for 
IOP Ee dat leathers, Wickel-plated to 


avoid rust effects from white 











leather tannage. : : 
Wo gross .............. $2.25 yl - 3 
iW SS $4.00 5 


CARD HOLDERS 
Oval base—burnished gold— 


Polly Shoe Holder REOROER 


To display arch, branded, and 
































































three-color trim. These modern- fibre-sole shoes. Always sol Co 
istic holders take any size card, Hi pina ln apeight pedtipn, 

Yo dozen ............. $1.65 
and harmonize with the finest PORE i, Bk $3.00 ae 
window display fixtures. 
a ca (Gi Recorder Stock Record en be 

pp w annual services. Ti ick ets 
ifr cartons. Cyclone clips Peict.......0. 
inciuged: 
Kea ae ern teeecs Bh meres 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 oe Ld Lid o 
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(Cross out 





SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 


ee ceew we wees ens eses on bweeeseeeesesoe 


SERVICE 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted; or, duplicate stock cards for your 
other window—gratis. e 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 


CARD 
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SERVICE | MONTHLY Tickets 
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additional 


- per year, payable 
per month. 
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card holders. 


foreign 


Ne. 3 


month 
each month’s service deliv- 








For this service we will pay 
cash in advance, full year’s 
service, 5% discount. Checks 
banks, or include exchange. 
if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
ered, and agree to return the 


$5.00 

Ne. 2 4.00 100 
3.00 
2.25 


from 
per 


Ne. 4 
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MERCHANTS “SERVICE DEPARTMENT 
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TICKETS, at 35¢ per fifty, 
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month’s service), 














additional. 














OD ad 
“S”: Brown, tan “M” Rust pennant, “G”; White board, Bi tL — 
and yellow —— on Goldenrod yellow orange and tan de silver board. 
tan mottled board. stripes on cream ang “A”; Same design 
background. sign. white board— 
brown bar—orange 
sunb 


: arst. 
Size: 1” x 2¥%°—Prices on oppesite page. 


Ptease enter our order for the 


Recorder ‘‘Selling Messages,’’ 


beginning 
year, for Card Service 
blank tickets each month, 


continuing monthly for one 
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SALESMEN WANTED 


FOR SALE 








Make Good Money Selling Our 


SLIPPERS 


in New York State, Pennsylvania, Ohio, Illinois, 
Wisconsin, Arkansas, Iowa and Indiana. 


Straight Commission. 
THE GEO. N. COHEN CO. 
Slippers always at less 
81 Reade St. New York City 











SHOE salesmen to handle fast selling line of 
shoe ornaments as side line, good opportunity 

commission basis, state references and terri- 
tory in first letter. Address E-896, care Boot & 
ae 2 Recorder, 239 West 39th Street, New York, 





T ERRITORY open for fast moving line of 
Infants’, Misses’ and Children’s footwear, to 
retail from $1.00 to $2.00. Will only consider 
experienced salesman with an established trade. 
Commission basis only. Give all necessary in- 
formation in first letter. Address E-913, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





ALESMEN with good qualifications wanted 

to carry a side line of rubber footwear for 
Chicago and Indiana. Allied, 2011 West 5lst 
St., Chicago. 





ALESMAN to carry line of women’s and 

junior dress shoes, retailing $6.50 to $8.50, 
with non-conflicting line, Phila., Baltimore, 
Washington, Pennsylvania. Address E-915, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





S ALESMEN for all territories to carry medium 
priced line of shoe side line. Commission 
basis. Regent Shoe Corp., 76 Reade St., New 
York City. 





SALESMAN wanted for Wisconsin (except 
Milwaukee), and northern Michigan by Chi- 
cago wholesaler of popular priced novelties, 
sports, men’s slippers and women’s arch sup- 
ports. Must be producer. Commission only. 


’ Address E-916, care Boot & Shoe _ 239 


West 39th Street, New York, N. 





DESK ROOM AVAILABLE 


8 pe me Room $10.00 or mail $3.00 with ser- 
wes, daylight office near Marbridge Bldg., 
34th Street, New York. Address E-914, care 

& Shoe — 239 West 39th Street, 
New foe 








WANTED TO BUY 


SHOE store or shoe department with stock 
within a radius of two hundred miles of 
New York City. Address E-922, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








HOE Store, Ossining, New York. All or 
part stock. Main street location. Inquire 
Harry Markoff, Danbury, Connecticut. 





Gor. paying shoe store in Bronx for sale 
to private buyer. No auctioneers. Address 
E-926, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





BUSINESS OPPORTUNITY 


UNIQUE shoe style service available to all 
shoe mfrs. and designers, keeps you in touch 
with newest creations. $1.95 weekly. Address 
E-917, care Boot & Shoe Recerder,’ 239 West 
39th Street, New York, N. Y. 








Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 
this new and dignified profession. Home Study 
Course, including working models and equipment. 
furnished at low cost. Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
665 Broad Street Newark, N. J. 














LINE WANTED 


SALESMAN with established business in the 
following territory: Md., Del., Dist. of Co- 
lumbia and the Virginias, is open for a factory 
line of men’s or boys’ dress shoes. If you have 
the right proposition and your volume is not 
satisfactory it will pay you to answer this ad. 
A-1 references. Address E-919, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





S 





HELP WANTED 


FOREMAN and pattern cutter on ladies’ shoes. 
References to accompany plication; state 
4 'Sh Sh oe A eeu 





age. Address E-925, care Boot 
239 West 39th Street, New York, 





POSITION WANTED 


W ANTED— Position as assistant or manager 
of shoe store. Will go anywhere west of 
Chicago. Over 15 years’ experience in all lines. 
Ten years as manager of several units for a 
large chain. Must be assured of steady position 
if any distance away. Address E-909, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


RETAIL SHOE SALESMAN with fourteen 

years’ experience in merchandising, window 

dressing, bu wins and store ome ee a 
ition in References su 

*-918, care Boot & Shoe Recor S ta Picea 

Street, Boston, Mass. 











POSITION WANTED 


EXPERIENCED MAN AVAILABLE. Have 
had fifteen years’ experience in operating 
retail shoe stores catering to medium and high 
rT trade. Owing to conditions over which 

have no control I am now available for a 
position as shoe buyer or manager of a retail 
store; with my wide experience I am sure that 
my valuable services will be worth while for 
some retailer or manufacturer. Address E-920, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y 5 


ASGRESSIVE shoe man with eighteen years 
of experience in shoe merchandising desires 
a connection with a wide awake chain or dept. 
featuring popular priced women’s footwear. q 
you can use one who has ability to produce, I 
am the man you are looking for. Position must 
have future possibilities. Address E-924, care 
Boot & sg 9 grin, 239 West 39th Street, 
New York, 











WANTED TO PURCHASE 








CASH FOR BRANDED SHOES 


Men’s, Women’s—Faetory or Retail 
Wanted: Red Cross Florsheim, Arch Preserver, 
Jettick, ete., Nunn-Bush, Bos- 
tonian, Walk-Over, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephones WORTH 2-5180, 518! 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also randed Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Preserver, Queen Quality, 
faclenar Btetoom Red Cross, Nunn Bush, Ete. 

IRVIN BUREN 

“The House of Jobs’ 

88 Reade St. Cor. Church 

Phone Barclay 7- 7887, New York City 








239 West 39th Street, New York, N. Y. 


CASH FOR BRANDED SHOES 
Att., Dealers, 
Wanted: 
ENNA JETTICK, NUNN BUSH, 
FLORSHIEM SHOES 
Dealing Confidential, Cash at once. 
Write or wire 


Address E-898, 
Care BOOT & Ly Ba RDE an. 








Buyers of Surplus Stocks 
from’ manufacturers, Webbers ‘ar ‘retaiters. " “™*t* 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 
Phone WOrth 2-537 and 5378 

















When 
address should be counted. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 


mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. 
a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
&" Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seg 


Minimum charge, $1.25. 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








PROTECT AND IMPROVE YOUR SALES WITH 
MANOLIS PRODUCTS 
Spats, $5.65 to $23.00 per dozen 
Shoe Ornaments $1.00 to $3.00 per dozen 
MANOLIS MANUFACTURING COMPANY 
4246 North Crawford Avenue, Chicago, Illinois 











POSITION WANTED 








EXPERIENCED MAN 
AVAILABLE 


Competent shoe man seeks position 
with reliable retail shoe organization 
in or around New York City. Has 
had broad training as manager of 
store, district manager and as buyer 
of hosiery and supplies. Knows mer- 
chandising and distributing systems. 
Best of references furnished. 

Address E-927, care 
BOOT & SHOE RECORDER 
239 West 39th Street 
New York, N. Y. 








You Might Like 


To Meet This 
MAN 


He’s an advertising and merchan- 
dising manager of proven ability. 
He has done outstandingly success- 
ful work for one of the biggest and 
best known manufacturers of fine 
shoes in the country with whom he 
has been connected for 17 years. 
He has been unusually successful 
in establishing and maintaining the 
loyal support of retailers; in creat- 
ing and presenting widely accepted, 
resultful manufacturer promotional 
campaigns for local distributors. He 
is a recognized authority on the de- 
velopment of profitable dealer- 
manufacturer relationship. 
His methods are individual, his 
vision broad, his judgment sane. He 
is a man who fits in smoothly, gets 
results quickly. 
This man will be available on Oc- 
tober 1 for a harder-than-average 
job with a manufacturer whose 
advertising activities require sea- 
soned, expert supervision. His 
starting salary demands are reason- 
able. He will make his own oppor- 
tunity. 
If you have need of: an advertising 
executive of high character and 
calibre, the Boot and Shoe Recorder 
= be glad to put you in touch with 
m. 


Address E-923, care 
BOOT & SHOE RECORDER, 
209 South State St., 
Chicago, Ill. 











INCREASE 
Your : 


SALES 
with 
scientific 
shoe 
fitting 


THE BRANNOCK DEVICE 


Builds Sales - Saves Time - Simple - Accurate 
Arch Length - Toe Length - Width - ALL at once. 
“ ,. . Our cost of adjustments owing to mis- 
fits has been reduced materially and we feel that 
a percentage of credit is due the Brannock De- 
ice.*” R. H. Fyfe & Company. 
Hundreds of dealers are increasing sales and build- 
ing a reputation for expert fitting with the 


ock, 
ager Write for Descriptive Folder 
and list of shoe factories offering Brannock Devices 
at special cooperative price. 


THE BRANNOCK DEVICE CO. 
SYRACUSE, N. Y. 














MERCHANTS’ NEEDS 








we «= Fouuy Cup 


for Price Tickets 
$2.25 
HALF GROSS 


Tilts at Any Angle 


M. D. Pollinger Co. 
HOLLAND BLDG. 


8T. Louis mo. 








POSITION WANTED 














Shoe Department Opened 


LOGANSPORT, IND.—Space in the 
main section of The Fashion Shop near 
the front has been leased by Alex 
Estes of Columbia, Mo., for a new 
modern women’s shoe department fea- 
turing Paris Fashion, Connie Crea- 
tions and Jacqueline Modes. This is 
the first time that shoes have been 
shown in The Fashion Shop. The prices 
featured are $2.95, $3.95 and $4.95. 


An Open Letter 
To 


Shoe Manufacturers 
and Retailers 


The writer has a background of sixteen 
years of successful shoe merchandising 
as store manager, department store buyer 
and merchandise manager and_ sales 
manager of a nationally famous line of 
women’s arch shoes. He is thoroughly 
versed in all phases of the business from 
manufacturing to consumer, including 
styling, sales promotion, advertising, re- 
tail buying and merchandising, all with 
the main objective of making a profit for 
this house. 

He is seeking a connection with an ag- 
gressive manufacturer or retailer in any 
capacity where hard work, knowledge of 
the game and honest application will 
merit a fair return. He is forty-two, 
Christian and married. 

If you are interested in bolstering the 
man power of your organization 


Address E-921, care 
BOOT & SHOE RECORDER, 
239 West 39th Street, 
New York, N. Y. 














There’s a Proven 
Way to Prevent 
“LOST SALES” 


Give your cus. 
tomers—even the <j 
“hard - to - fit” — Qi 
shoes that fit per- 

fectly and comfortably 
and you’ve made not 
only sales but permanent 
customers. It can 
done by making shoes 
conform to the foot... 
scientifically and _satis- 
factorily . . . with the 
DUNDE DE. ; 
VICES, They’re 
inexpensive 

and simple to 

use. 


Write for 

complete de- 

tails, NOW. 

+. . Or take 

advantage of this 
SPECIAL COMBINATION OFFER 
Machine and Hand Iron Complete 


$35.00 
F.0.B. New York City 


Machine alone 
Hand Iron alone ..... 


DUNDE RESHAPING DEVICES, Ine. 
13 East 37th S#., New York, N. Y. 














Pou SHoE 
OLDER, 


Pat, Pending 

To properly display arch support shoes, 
branded shoes, golf shoes and fibre sole 
shoes. Always remains in the correct up- 
right position. Occupies little space. Almost 
invisible when in use. Will not fall over. 
Used for Men’s and Women’s shoes. 

$3.00 per dozen $1.65 per 2 dozen 


M. D. POLLINGER Co. 
Holland Building St. Louis, Mo. 























New Store Opened in Bridgeport 


BBIDGEPORT, CONN.—Herman Fried- 
man, who for the past six years has 
conducted a corrective shoe shop in 
New York City, has opened a new 
store at 17 Post Office Arcade, this 
c:ty, under the trade name of Shoe- 
craft. The new store features Air- 
O-Pedic shoes for women and the 
Prop-R-Form line for Children. Mr. 
Friedman’s assistant is A. Gary, 
Bridgeport shoe man for the past 15 
years. The proprietor’s total experi- 
ence in shoe merchandising is 16 years. 
Before opening his own store in New 
York six years ago, he made a study 
of orthopedic pediatry. 
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DATES TO REMEMBER 


Official Leather Opening, Tanners Coun- 
cil of America, and National Shoe Re- 
tailers Association Style Conference 
for Spring, 1937, Waldorf-Astoria 
Hotel, New York Sept. 14, 15, 1936 
New York State Shoe Retailers Associa- 
tion 18th Annual Convention, Hotel 
Seneca, Rochester, N. Y., 
Sept. 27, 28, 29, 1936 
Columbus Day........ Monday, Oct. 12, 1936 
Annual Meeting Tanners’ Council of 
America, Palmer House, Chicago, Ill., 
Oct. 14, 15, 1936 
Election Day. . Tuesday, Nov. 3, 1936 
Spring Style Showing, ‘Shoe Fashion Guild 
of America, Waldorf-Astoria Hotel, 
Nov. 5, 6, 7, 1936 
Thanksgiving Day . .. . Thursday, Nov. 26, 1936 
National Shoe Fair, Palmer House, 
Chicago, Ill.......... Jan. 4, 5, 6, 7, 1937 





Shoe Factories Busy 


In New Hampshire 


Derry, N. H.—Shoe factories here 
are adding -new help and report a 
bright future immediately ahead. 

The Chelmsford Shoe Company, 
which came here from Lowell about 
the first of June, has increased the 
number of hands employed from 75 
at that time to approximately 300 
with an output of 3600 pairs of wo- 
men’s shoes a day. Company officials 
are hopeful of reaching a maximum 
of 500 employees with a production 
of 5000 pairs daily by December. The 
firm is composed of S. G. Rosenberg, 
Louis Apteker and L.‘B. Gallant. Mr. 
Apteker was formerly manager of the 
Jonas Shoe Company in Manchester. 

The A. and P. shoe factory, which 
has been located here about a year, 
commencing with only 100 workers, 
now employs about 300 and states that 
business with them is increasing every 
day. 
The Frederick Shoe Co., formerly 
the Progressive Shoe Company, through 
Fred Cohen, one of the owners, re- 
ports that business looks good. Their 
early Summer payroll of 150 hands 
has been doubled with an output of 
50 cases a day. 

The George Hickey plant, employing 
around 50 now, plans to increase this 
number in the near future. 

The last factory to locate here. 
which has just begun operations on 
a limited scale, is the Fineberg Shoe 
Company of Haverhill, Mass., which 
has taken over the Cole establishment. 


Suede and Gabardines 


SeaTTLe, WasH.-—Suedes and gabar- 
dines are vying with one another for 
popularity in the shoe department on 
the street floor of The Bon Marche. 
These two materials are in the fore- 
front of selling to young moderns, both 
going well in the 16th century high-in- 
front styles and 20th century square 
toes, in such new shades as storm cloud 
gray, Araby green, malacca brown, 
black and burgundy. 
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Prhaps there are some stores (exceedingly few, we'll bet) 
where white LEVOR kid is not acknowledged a considerable 
contributor to profitable business. Our gstimate of such a 
small minority is based upon knowledge of the vast, intensive 


distribution of manufacturers’ lines in which “THE WHITEST 
WHITES” are more important each year. 


The increasing trade confidence in the saleability of white 
LEVOR kid can be explained. Additional millions of women 
learn from friends and their own experience that the all-white 
kid shoe is indispensable and that no other white leather gives 
such complete satisfaction as the purest white, washable kid 


produced by specialists. 


G-LEVOR &CO.. inc. 


Tanners 60 Years 


GLOVERSVILLE NEW YORK 











BOOT AND SHOE RECORDER, September 5, 1936 


it’s 
open 
season 
on 


The Fall and Winter call for alligator is on! And the 
makers of high-gragle footwear will,as they have consis- 
tently done in the past, call for Bayer Brothers alligator. 


Only the superior qualities of Bayer Brothers alligator 
will satisfy the leading shoe builders of this country. For 
a great many years this finer skin has given the trade 
the final word in tanned alligators. The flawless finish, 
the unusual supple strength, the perfect appearance, 
the exceptional beauty of grain, makes Bayer Brothers 
alligator the first choice of alligator choosers! 


And in other reptiles...lizards of all species, water- 
snakes, pythons, and genuine seal for the luggage 
trade... Bayer products cannot be duplicated in tan- 
nage selection and beauty of finish and color. 


Bayer Brothers Leather Company, Inc. 


2 Park Avenue.» New York City, N. Y. 
Tannery: 91-103 Colden Street, Newark, New Jersey DISPLAY AT 
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There is something new under the sun! It’s a 


























leather. And, naturally enough, an Evans leather le: 

—POROCCO. Soft... pliable... smooth. A th 

leather with all the matchless texture, richness tic 

and comfort of kid — but — with an entirely new wi 

box-tanned grain, an utterly new swank. Such is of 

the amazing new Evans creation—POROCCO. oe 

A miracle? Maybe not. But very definitely one of é 

the outstanding achievements of modern tanning it 

— with countless possibilities for new smartness all 

in footwear. It’s certain to be the leather sensation ei 

of the coming season. Show it, by all means, in ‘iis 

several of your new spectator and town-wear of 

: patterns. The more hard-boiled you are about shi 
rae SEs leathers —the more certain you are to catch your qu 
breath at your first glimpse of POROCCO! fae 






A 






Goh O Liamrand. 


More and more, the outstanding, vogue-setting 
leathers are John R. Evans tannage. KATKIN— 
the superb new Evans Suede —is a glorious addi-—__ 
tion to the list. Fashion-wise folk are using it in 
white or cream white — and winning the acclaim 
of style-hungry merchants. It is fully chrome tan- 
ned... Simply can’t change color . . . and loves 
a washing with good soap and water. You'll see 


it on many a shoe in Florida this winter — and 


all points north next spring and summer. W. i 
some of them be yours? Also—speaking of f 


ion—consider earnestly the incomparab 


of Evans White Glazed Kid, also fly chrome 
tanned . . . Unrivalled for working and wearing 
qualities. Along with KATKIN, 4 is a recogniz 
iat 


fashion requirement for southern wear. 


Cans kid 


JOHN R. EVANS & CO., CAM 











STANDARDIZE ON 


Cvans 


BRANDS 











* * * * * * 


Ruby (black) Kid 
Peerless 101 Brown Kid 
Peerless 121 Blue Kid 
Peerless White Kid 
Evanette Suede (all colors) 
Katkin Suede (all colors) 
Porocco (Box Kid) 

Kid linings in all prevailing colors 








* * * 


Cosi Lacie 


The Kid with a Definite Sales Influence 








is best expressed in American Hide leathers. Our 
complete line, including Rosebay Willow Calf in the 
correct Spring colors, Princess Calf, Ooze Calf, Royal 
Calf, Cadet Patent, Wilow Calf, Willow Bag Calf, 
Empire Sides, Amerigrain Elk, and White Buck, will be 
on display at our Booth 57 at the Tanners’ Council 
showing of Spring Leathers, Waldorf Astoria, Sep- 
tember 14 and 15. 





HIDE AND LEATHER COMPANY 


BOSTON 
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URPAS 
"at the Suihe tiles mand unek ( 


= SURPASS KID 
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When grandmother was "'settin' her bonnet" at the young blades of the 
1880's, Surpass, then, as now, was the synonym for fine kid. Then the Black 






Kid tanned by Surpass, by the old process, was a quality kid, known for its 
uniformity. And today, half a century later, SURPASS still stands for 
leadership in Kid. For to the solid, half century reputation of consistent 
and uniform quality of its "Black," has been added a reputation for pro- 
ducing other fine kids of the mode," tanned by modern processes. Yester- 


















day it was Surpass Glazed Kid in colors, an assortment of beauty and 
skilled tanning that is still available along with Surpass Black Glazed Kid. 
And today it is PHANTOM Kid, the kid with a dull, rich lustre, the kid 
that offers shoe manufacturer and retailer alike a profitable sales highlight 
for 1936-37. For several years we have been perfecting PHANTOM, and 
we are proud, now, to release it. 


PHANTOM KID has a beautiful finish, is a fine leather. It is a Kid 
that matches all Surpass standards for workability on the last, 
for uniformity in grading, for texture and for grain, with a 
finish that beggars description. This finish of Phantom is as 
soft and as richly dull as smouldering firelight . . . like masked 
sunlight ... moonlight with the soft glow of flowing beauty... 
starlight, with the faint lustre of rippling shadows. But it is so 
difficult for words to describe its beauty and appeal, that we 
ask you only to see PHANTOM Kid for yourself. We invite you 
fo pass your own judgment on it, as have those enthusiastic 
manufacturers who are already placing orders. 








LEATHER COMPANY + PHILADELPHIA 






TANNERIES AT PHILADELPHIA ..4 GLOVERSVILLE. BRANCH 
OFFICES IN NEW YORK, BOSTON, CINCINNATI, ST. LOUIS, 
and MILWAUKEE. AGENCIES IN LONDON, PARIS, BASEL, 
MILAN and other <Arceign Cities. 


DIAND KANGAROO .: BOOTH 91 
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1 O-Will Ty: 


ONLY PROVED WHITE PATENT LEATHER 
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1935 . . . 180,000 feet 
1936 .. 1,500,000 feet 


TANG s 


that has thrilled 
the shoe industry 


Last year a few shoe manufacturers sensed the great possibilities that 
lay waiting for a satisfactory white patent leather. Suo-White looked 
good to them, and they tried it — experimentally, hopefully. But 
they were still skeptical. Would Sno-White stay white, retain its 
lustre, resist scuffing? Would it supply the additional shoe volume 
they wanted. 


It would — and did! Every manufacturer who tried it in 1935 re- 
peated in 1936. And scores of others have put it into their lines. 
Result? An 833% increase in footage in one year! 


The big thrill in this sensational increase is that, for the most part, 
it represents additional shoe sales ... an extra pair in hundreds 
of thousands of shoe wardrobes that never boasted white patent 
leather before. What Sno-White has done for other lines, it can do 
for yours — BUT — 


PLAY SAFE! Be sure you use the original and still the only 
TRIED ... TESTED ... and PROVED white patent leather 
— Genuine Colonial Sno-White. 


. Colonial Tanning Company, Boston, Massachusetts. 
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COLORS 
AND CARRY YOUR VOLUME high? 


.... and you do so, also, upon the satis base of true Quality. Look for, and 
you will find, these style-right colors ationally known lines of footwear. 
They add sparkle to the first flash i ear Fashions from Palm Beach 
ali the way across to Palm Springs, and they give an asset value to re-orders as your 
season progresses! 
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ON DISPLAY—BOOTH 2—W ALDOQRFE -ASTORIA—NEW YORK 


OFFICIAL OPENING OF AMBRI ] LEATHERS FOR SPRING 


a: \ 
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COMPLETE SERVICE IN FINE CALF LEATHE HE OHIO LEATHER CO IRARD, OHIO 
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BOOTH § 


TANNERS’ COUNCIL 
LEATHER EXHIBIT 
WALDORF-ASTORIA 
SEPTEMBER 14—15 


























KING KID... 
Semi-dull Smartness 
for America y 
Most Modish Women! 


Every style trend for late Autumn and early Winter 
tells of the demand for shoes made of black satin 
kid. The pioneer in black satin finish, William 
Amer Company with its Black Satin King Kid 
answers that demand perfectly. Black Satin King 
Kid's semi-dull, finger-caressing texture blends in Perfect harmony of design for Autumn 
complementing harmony with any ensemble— olfered in “The sogisill by P. W. sagen 
particularly the informal morning and formal after- pies hag ne cit wes 
noon. Here, in truth, is elegant simplicity brought 198. In stock No. 731. Amer‘s Black 


to its highest degree of perfection ! Satin King Kid. 


King Kid Black Satin—the original “Satin Fin- heoadeasy. Shoes. 
ish Kid.” * 
WiLttTPaR 


AMER 
puicapsipara - xstastisuzn sss C CQ M PAN Y 
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there is ovly One 
Q / VA | 
NOEL 


Onigindled aud Copyrighted 
by 
ALLIED KID COMPANY 


@ Coming events cast their shadows before—and Shadow 
Kid, emerging from New Castle tanneries last spring, was 
preceded by stories of its beauty and glamour, its fresh, 


new look. Its first appearance was prophetic, its success 


instantaneous... 





@ Now, it may enjoy the sincere tribute of imitation, but 
there is still only one SHADOW KID, originated by New 
Castle, protected by copyright, and now available in all 


the various divisions of ALLIED KID COMPANY. 


TDM 5 XK | < ompany 
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Color 71D—Paris Grey Color 1141D—Araby Green 
; 76D—Oxtord “er "_1143D—Moss Green 
ein Guaeien 1425D—Oriental Ox- 
| 52D—Cinnamon Brown blood 
|72D—Indies Brown ' 1420D—Rose Mahogany 
—— 1050D—Aubergine 


Beige 
'* 1330D—Marine Blue 1220D—Harlequin Red 


1360D—Blue Iris 
| 380D—Horizon Blue Black, White 
1390D—Ardoise Blue 


MANUFACTURERS 
may order a dressing 
to protect the dull fin- 
ish of Shadow Kid* 
shoes from New Castle 
Division, 100 Gold 
Street, New York. 


laged Kid 


Color 71—Paris Grey Color 920—Longchamps 
Beige 


76—Oxford Grey 


3N—Marrona Brown | 143—Fern Green 


172-—-Indies Brown " 1425—Oriental Oxblood 
152—Cinnamon Brown 
1330—Marine Blue 

1360—Blue Iris Black, White 


"" 1225—Harlequin Red 


‘Ongimaled and Copy righted by 


When writing advertisers please mention Boot and Shoe Recorder 


RETAILERS 
may stock a Shadow 
Kid* dressing for con- 
sumer use through Car- 
dinal Laboratories, 1743 
West 74th Street, 
Chicago. 
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Dpring, (937 Colots 
Vode Woes leis 


Color 
Lal 


: MANUFACTURERS 
"may order a dressing 


| to protect the dull fin- 
- ish of Shadow Kid* 


» shoes from New Castle 
F Division, 100 Gold 
| Street, New York. 


q RETAILERS 
| may stock a Shadow 


3 Kid* dressing for con- 
| sumer use through Car- 
~ dinal Laboratories, 1743 


© West 74th Street, 


ie Chicago. 


967—Paris Grey 
973—Oxford Grey 

91 3—Chaudron 
915—Scone Beige 
916—Longchamps Beige 
927—Ginger Brown 
957—Oriental Oxblood 
936—Marine Blue 
980—Blue Iris 
989—Ardoise Blue 
968—Fern Green 
90|—White 
900—Cream 


Color 


Color 


" 


5|—Longchamps 
222—London Mist 
227—Tawny Beige 
177—Paris Grey 


'' 176—Oxford Grey 


SHADOW KID IN ALL 


34—Cinnamon Brown 


132—Marrona Brown 


903—Tangerine 
910—Chamois 
911—Titian Rust 
945—Hialeah Red 
962—Saratoga Green 
965—Kelly Green 
969—Lido Violet 

98 1—Forget-me-not Blue 
983—Endive Green 
984—Wedgewood Blue 
987—Citron Yellow 
988—Opera Violet 
996—Arbutus Pink 


Color 441—Blue Iris 
137—Marine Blue 

~— 12|—Spanish Tan 

166—Fern Green 

45—Harlequin Red 
White 


COLORS EXCEPT NO. 132 AND WHITE 
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WE Nedy Division 


GLAZED AND SHADOW KID 


Color 19—Harness Brown Color 82—Cinnamon Brown 


(Sorrel) 


88—Marine Blue 
"" -25—Marrona Brown 


89—Midnight Blue 


28—Racer Brown 
D 
sito xa 66—Tawny Beige 


" 74—Indies Brown 


MANUFACTURERS 
may order a dressing 
to protect the dull fin- 
ish of Shadow Kid* 
shoes from New Castle 


GLAZED AND SILKID Division, 100 Sold 


Street, New York. 


Color |0—Harness Brown Color 26—lIndies Brown 


39—Marine Blue RETAILERS 
may stock a Shadow 


20—Racer Brown 
Kid* dressing for con- 
(Was Retriever) sumer use through Car- 
Black dinal Laboratories, 1743 
West 74th Street, 
Chicago. 


" 24——Marrona Brown Black Silkid 


"Copyrighted 


JUAKER CIETY and MceNEELY DIVISIONS 
| KID COMPANY 


ID | 
i oh 
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Stealing Patent Kid 


Color 14—Marrona Brown Pat- Color 9—Araby Green Paten. 
ent Leather Kid Leather Kid 


""  39—Gun Metal Patent '' -12—Marine Blue Patent 
Leather Kid Leather Kid 


also 


Gold Kid Black Delta Glazed Kid 


Silver Kid Black Delta Shadow Kid 


Color 54—Parchment Color 142—Wisteria 


Apring, (937 Cotcss 


108—Deep Night "" 143—Chartreuse Green 


109—Baby Pink " 144—French Grey 
111—Apple Green “ 147—Tea Rose 
123—Mushroom '  148—British Tan 
124—Cornflower Blue 15|—Water Lily 
126—Apricot Beige 180—Pearl Grey 
Copyrighted " —133—Baby Blue "  181—Eel Grey 
" 141—Oxford Grey " 197—Mist Grey 


STERLING and SPECIALTY DIVISIONS 


ALLIED KID COMPANY 


e009 South Street, Boston, Massachus 








When writing advertisers please mention Boot and Shoe Recorder 
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GALLUN 
EATHERS 


ALWAYS STANDARDS OF EXCELLENCE 











In Preface To 











Official Opening of American Leathers for 





Spring. 1937, and Spring Style Conference, 
at the Waldorf-Asteria in New York, Sep- 
tember 14 and 15, 1936 


IT’S early to speak of Spring styles in terms of finality, or to plot a 
work sheet showing all the details of pattern, line and color. But not 
too early to look to the sources where important influences, molding 
the trend of Spring fashions, are destined to originate. And not too 
early, surely, to try to determine the main direction that style will 
take in Spring and Summer, 1937. For only through planning and 
preparation, intelligently undertaken and carefully perfected in ad- 
vance, can merchandising in these modern days be carried to a 


profitable fulfillment. 


A FIVE STA® 







Fashion is a flower that draws its fragrance from the soil of many 
lands. Hardly a clime or country that does not contribute something 
of inspiration or refinement to enrich and beautify the ultimate 
achievement. And so it seems pertinent at this early date to try and 
discover what will come out of Paris to affect shoe styles for Spring. 
How will London, in the Coronation Year, influence America’s selec- 
tions of leathers, colors and designs? How, in the last analysis, will New 
York size up the situation and determine what’s best, not for New 
York alone, but for the millions of Americans, North, South, East 
and West, that look to Gotham for fashion guidance? 


















WHAT about this growing Hollywood fashion influence of which we 
? hear so much? What are Hollywood studios likely to do, in planning 
future productions that may influence the sort of clothes and shoes that 
people will wear and merchants will sell? 







All of this is the source material of style, but it’s rather impor- 
tant in these modern days that merchants should look to the sources, 
study the trends and see the fashion picture as far ahead as possible. 
That’s the thing that Boot anp SHOE RECORDER aims to help its readers 
do and that’s the purpose and objective of the information we present 
in the following pages. A preview of fashion sources for Spring, 
with special references to the four that promise to exert the greatest 

é ; influence on the coming season—New York, Paris, London, Hollywood. 
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Women’s apparel would suffer 
immense losses in sales volume if stores 
failed to continually capitalize the strongest 
appeal to feminine America . . . the attri- 
bute of Youth. The gift of understanding 
feminine psychology distinguishes a success- 
ful merchant from the shop keeper. 


SETON LEATHER CO. 
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Y 


ore imporlanl, lo her tui Lhn 


Patent leather shoes impart to the foot what 
foundation garments do to the figure. 
Women know patent is the most flattering 
and most youthful appearing of all shoe 
leathers. Shoe retailers know that a vogue 
of patent leather is always popular and 
profitable. 


1936 


This is the season for SETON patent! 


Newark, N. J. 
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SPRING TRENDS 
WNTOWN 


AROUND 








THERE is not as much difference as you migh 
between the uptown and the downtown me 
point of view. Which proves that style is style, 
it costs $18.50 or $3.95. The Spring fashion 
as seen by Joe Michaels of Sak’s 34th Street, 
Phifer of Wise, and other merchants selling fp 
priced and inexpensive shoes, varies very litt 
the story we have given on the preceding pag} 
On the question of navy blue, we find the sa 
ing that marine blue is the first color for § 
Downtown expresses a shade more enthusiasm fe 
color. They are less concerned about late de 
ments of odd colors, believing them too limited 
their market. 


tans are good for business and have another seaso 
to run and the fact that some uptown stores are nega- 
tive does not worry them. They agree, however, that 
a softer, slightly deeper tan is the best bet. Harold 
Phifer took 10 per cent out of his navy budget last 
Spring to buy tan and believes this is about the right 
set-up for next Spring. Joe Michaels was successful 
with bright blue shoes last Spring and is, therefore, 
especially interested in the Color Card’s endorsement 
of the coronation blue as another contrast color that 
may have a popular appeal. 

Harold Phifer beat uptown to the punch with an 
outstanding promotion of dulled down kid shoes com- 
bined with patent leather, in the first two months of 
1936. He sees this leather as the logical one to suc- 
ceed suede again this year, with fabrics coming in a 
little later and occupying the key place in Easter shoes. 
Joe Michaels points to his success with patent leather 
in plain shoes, particularly opera pumps. When it 
comes to Summer leathers, they all say white, more 
white and all white. The white kid shoe was a big 
success with them this past Summer. White spectators 


These three Spring models selected by JOE 
MICHAELS of SAKS 34TH STREET. 


with tan, and white with blue, were only a very small 
part of their business. 

These stores did not notice any marked demand for 
dark shoes in the Summer. Their customers wore 
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white everywhere. But, perhaps, the experience of up- 
town with dark Summer shoes is something for the 
lower-priced stores to watch. Handled right, the pro- 

dark shoes for Summer town wear can create 


* These typical Spring shoes styled by JACK 


PHIFER of WISE. 


Trick lasts are not in order in the down- 
town stores. Only a very rare square foe, 
in sports types or opera pumps. In stores like 
Saks 34th where the trade is fairly conserva- 


1936 
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tive, high heels are getting lower, 17/8 and 18/8. But 
in the chains, there is a growing demand for extremely 
dizzy heels—over the 20/8 mark. 

In downtown stores there is the same difference of 
opinion about shoe patterns that we find uptown. One 
school of thought, to which Joe Michaels belongs, be- 
lieves in a decided change from high cuts towards 
much lower, daintier shoes for the coming Spring— 
pumps, step-ins and delicate straps. On the other hand, 
patterns of other stores now in preparation for next 
Spring, stress high cuts, mugh cut-out and often open 
at the toe. This seemg to bé a big point of discussion 
all up and down the siPetg of New York. 

Downtown stores<r PPAR “Np distinct falling off in 
afHl an increase in the de- 
ypes. They say that many 
A to wear these sports types in 


tailored and sporfs ‘s og, 


and for lighter qj emir 
their custome ie 
n with their e ay clothes. Now that generally 
more feminine look . . . 


1 costume is tal 
e generally ygeful shoe changes its character to 
pond with To 

so it goes/f-uptown, downtown, all around the 
One ma anticipate a great many interesting 
ents /jyetween now and the time for placing 
orders/for Easter footwear. By then the fash- 
ich is now seen through a glass darkly, 
geome sharp, distinct and well defined. 
gent, one must be satisfied if one can dis- 


And that is what we have endeavored, in 


pad tendencies on which to base a general 
fe to accomplish. 


; 
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The King presents Colours to the Guards. King Edward VIII, the moving spirit in men’s 
fashions. What will be his role in the making of shoe styles for 1937, with the pomp 
and pageantry of Coronation Year? 


EN spite of the strain of pressing Empire business, the unfortunate “presen- 
tation of colours” episode, and his plans for a much needed rest, the stimu- 
lating influence of King Edward’s personality is being felt already in English 
fashion and retailing. 

‘Unfortunately, plans for the coronation are as yet in their infancy and 
although the whole Empire has been crying for the past three weeks for color 
names and coronation styles, so far nothing official has been released. Since 
no one can authentically predict what the coronation colors will be, beyond 
the fact that two have been selected, observers can only speculate as to what the 














If the British invade America with shoes next year, what types will they be? British 
merchants and manufacturers think they will be shoes of the type we illustrate above and 
the present London trend seems to bear them out. 


actual effect of the coronation will be on men’s fashions and merchandising. 
The two colors thus far chosen and given official recognition are the red and 
blue, both traditional colors, to be seen in all coronation and regalia robes of 
state. To retailers of men’s shoes, this means practically nothing. They will 
have some effect on hosiery; and they will undoubtedly be found in neckwear 
and hat bands. 

How the coronation will effect Spring Promotion is a different story. Cer- 
tain British manufacturers are now talking of an American invasion, using the 
coronation and its pagentry as a pro- [TURN TO PAGE 146, PLEASE] 


It Shoe Fashion Source Or Promotion Peg? 





COMES A FORECAST 











From the CONTINENTAL 


Sketched at the 

Continental resorts, 

these five shoes point the way to 

Palm Beach and Summer shoes. 
Described opposite page. 





XT SUMMER 


One of the smartest sports sandals THE smartest white shoes registering chic this 
worn at French resorts this season. S C De ville and the 
A design from Bentivegna, shown Summer, seen at Cannes, on ? 
here in brown patent leather and Palace Hotel at St. Moritz, almost always allied 
ersctalacam a themselves with color, many with brown or black, 
also red and blue combination. 

From Cannes one heard only of sports and 
beach sandals, low-heeled and differing mostly 
in treatment of straps and pipings. Linen san- 
dals in all colors flourished here, where women 
dressed in beach clothes all day, changing only 
to different beach clothes for the evening. Toes 
were often, but not always exposed. Some san- 
dals were made entirely of straw. Fringed or 
shredded straw lent a Hawaiian touch to one. 

At St. Moritz, white.tailored suits approached 
being a uniform among the smart crowd at the 
Palace. All the world was wearing the low- 

i heeled white shoe, combined with color, fre- 
opattoe Summer styl in joo quently with brown, in patent, calf or kid. Brown 
"iilieal cut of the quarter. saddle straps, front straps, or vertical straps 

down the vamp were seen. 

Reports around Paris on resort wear agree in 
color information, and include blue-violet among 
the high style color notes with renewed strength 

indicated for it for Spring. Light weight 
sandals of the Norwegian type went off 
better apparently than the heavier 
oxfords. The sandal was also pre- 
ferred for afternoon. Afternoon 
pumps leaned strongly to draped 
leather trimmings such as bow motifs. 


A group of sports shoes, typifying 

models for informal wear seen at the 

resorts. The shoe at the extreme right 

with the kid medallion is one of the 

most successful models Enzel ever de- 

signed. Note the corded padding in 
the shoe at the extreme left. 


Ly hite Kid and Suede combination showing a 
new, flared vamp treatment. 


2—Evening sandal in Coronation blue lined with 
gold and with a highly original spiral ankle strap. 


3—Shedded straw sandal reminiscent of Hawaian 
grass skirt combined with colored leather strips. 


4—Typical of kid spectator shoes worn in high 
colors at the resorts. 


iv hite linen beach shoe with polished wood 
heel and cork sole. 


Four popular sandals. 
The shoe, at the extreme 
right, in white suede, with little zig-zag appliqués 
in red and navy, was the hit of the Riviera and 
the Channel resorts. 





Here’s the Trend that Lasts and Patterns 


are Taking fer Spring. Twelve New , jpe? 
Different Shoes for Country and Cruise itt J 
Wear wl 
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Why Hollywood Is FOOTWEAR- 


EVEN Hollywood has “gone Hol- 
lywood.” 

A new interpretation of “gone 
Hollywood,” if you please, as far 
as movie fashions are concerned. 
This change is so vital, so impor- 
tant that it is changing fashion 
thinking everywhere. 

Studio designers are dressing 
their players so that the extreme, 
the bizarre and the ultra, -so long 
associated. with some Hollywood 
designing, is out. This means -prac- 
tically all costumes and accessories 
are desirable for immediate con- 
sumer wear. Important news, in- 
deed. 

Fashion experts who have recent- 
ly returned from the Paris open- 
ings are convinced New York and 
Hollywood more than compare as 
style centers of the world. It is 
surprising how many New York 
stores are featuring Hollywood 
models and Hollywood copies. 

Films have a tremendous influence 
on fashions throughout the world. 
Hollywood has the great advantage 
of the publicity on the screen, for 
many millions of women all over 


the world will see a moving pic- . 


ture to where one will see a Par- 
isian fashion. Again experts have 
proved 100,000 American women 


will view a. movie to ‘the one who:: 


will read and digest a high fashion 
magazine. - oe ae 

With the steady increase in the 
use of color in pictures, «coupled 
with the presentability and _prac- 
ticability of the costume and shoe 
designing, Hollywood’s influence 
as a promoter of what is good style 
and how it should be worn, is 
rapidly increasing. 

Designers -who formerly _ felt 
shoes, and all accessories for that 
matter, should be subdued parts of 
the entire -costume’ effect, are now 
including sketches of the shoes they 
feel will best complement, the cos- 
tume effect they.seek. Shoes, espe- 
cially, are being watched by de- 
signers and directors, whereas only 
most...recently shoes were. con- 
sidered the-one.thing which should 


The Influenees Of Footwear Fashion 


be passed over with ‘as little com: 
ment as possible. 

The one best way really to find 
out what is taking place, from a 
fashion centet angle, in this town 
called Hollywood, is to visit around 
with a few of the designers. These 
designers, some of whom have been 
here for years, have been selected 
for their outstanding ability as in- 
terpreters of fashion. They were 
assembled from all parts of the 
fashion world for one object—that 
of presenting authentic costumes 
for the screen. They are the men 
and women who are responsible 
for making Hollywood the great 
fashion center that it is, so their 
views of what is taking place and 
why are of vital importance. 

It was Adrian who gave me the 
most reasonable explanation of the 
change which’ has taken .place in 
Hollywood designing. This noted’ 


_ designer has been doing things 


here for fifteen years and his work 
is too well known for any intro- 
duction on my: part. “Stories are 
much more plausible, consequently 
costuming is much more plausible,” 
he explained to me... “We no longer 
have the extremes onthe screen as 
even ‘bad women’ and the current 
run of ‘flappers’ are portrayed and 


costumed as ladies. This makes the .. 


clothes on the screen appear. wear- 
able toa great many. Women... 


who have the money to spend for 
exclusive and expensive creations. 
We, in Hollywood, are fully aware 
of that gap. Right now influences 
are at work which are rapidly clos- 
ing that gap. Modern adaptations 
from period pictures have proven 
most acceptable to the country at 
large. These adaptations are most- 
ly for women over thirty years. 
When this phase of costuming the 
young and middle aged matrons is 
fully met here, then and only then 
can Hollywood be considered a 
world-wide fashion center.” 

This ability to create fashion- 
right costumes five to eight months 
in advance of their showing on the 
screen necessitates great powers of 
prediction, yet designers take it as 
a matter of course. “Costumes are 
not produced for seasons, they are 
made to illustrate a picture,” Travis 
Banton outlined. “We do not think 
in terms of 1936, 1937 or 1938, 
but in terms of what is new and 
what is old. I have gone to New 
York and have seen’ identical 
things in the Hattie Carnegie col- 
lections that I have done right here. 
Neither oné of us had any inkling 
of the other’s thoughts. It is simply 


“Hollywood’s influence on fash- c 


ion is rather. sharply. défined. . Until 
recently, with the advent of the 
current period pictures, 
were designed wholly for the young 
women. So Hollywood has not a 
place for the woman over thirty or 
those who wish to look over thirty. - 
There is seldom a sensible part 
written for a woman over thirty 
years old. 


“Right now Paris. is catering 


almost exclusively to the more ma- 
ture woman, for they are the ‘ones 


clothes ~ 


mount 


“TRAVIS BANTON, Designer for Para- 
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IMPORTANT 


Fatures For Spring, 19:37 


a case of a common thinking chan- 
nel.” 

Travis Banton is noted for his 
good taste—designing clothes so 
his people can step right off the 
stage on to the street. He, too, has 
been here for some fifteen years 


WALTER PLUNKETT, Designer for 
RKO-Radio Pictures 


WAKELING, Designer -for 
Twentieth Century-Fox 


by HARRY R. TERHUNE 


HOLLYWOOD OFFICE 
BOOT AND SHOE RECORDER 


and he is a powerful influence in 
fashion as he never went in for 
extremes, 

Just why Hollywood can do so 
much more than other fashion cen- 
ters in the way of fostering creative 
genius, was told:to me by Ernest 
Dryden, designer for Columbia Pic- 
tures. “In the first. place a designer 
working in Hollywood has real 
freedom of thought and action. He 
is not hampered by any set rules 
or worn traditions. Then, too, he 
is creating things for persons who 
have great individuality and who 


‘ADRIAN, Designer for Metro-Goldwyn- 


Mayer Studios 


serve as great inspirations. The 
story of the picture which we 
illustrate also serves as a magnifi- 
cent source of inspiration. 

“Shoes are a most important 
part of the costume,” Mr. Dryden 
adds. He invariably selects them 
with great care. 
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HARRY R. TERHUNE 


First to establish a resident edi- 
torial office at Hollywood, Boot 
and Shoe Recorder assigns Harry 
R. Terhune, who has “covered the 
country” as field editor, to in- 
ter pret the tremendous and grow- 
ing influence of motion pictures 


on fashions in footwear. 


3 


ERNEST DRYDEN, Designer for 
Columbia 
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On Display, Booth 66 
: Shoes Courtesy, Weyenberg 
pape agers tgga Shoe Mfg. Co., Milwaukee, Wisconsin. 
New York 


Ra. 


< 


Leathe All white, also white with tan trim, 


. t Opening & Styles Conference 
AY Sept. 14-15, 1936 


GUTMANN C-COMPANY + CHICAGO 


will lead the white shoe parade of 1937 
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.To Exhithit 


























Exhibit Committee 


Tanners Council of America 






















James J. Lyons, Surpass Leather Co. 
Chairman 


Joseph T. McCauley, Allied Kid Co. PARTICIPATING TANNERS 







































L. 
George H. Mealley, The Ohio Leather F 
Co. Peter Baran & Sons, Inc. Creese & Cook Co., Inc. Hi 
Robert J. Mellin, A. C. Lawrence Harrison, N. J. Danvers, Mass. y 

Leather Co. 

Ck ieee J. S. Barnet & Sons, Inc. Dimond Kid Company, Inc. E. | 
st . Miller, G. Levor & Co., Inc. Boston, Mass. Sishiia: dies. y 
Louis J. Robertson, Robertson, Inc. Barrett & Company ee : Huy 
Daniel N. Gutmann, Guttmann & Co. 49 Vesey St., Newark, N. J. te B 
Boston, Mass. , 
Bayer Bros. Leather Co., Inc. IN 
New York, N. Y. Dungan, Hood & Co., Inc. ey 
Adams Buckskin Co., Inc. Lucius Beebe & Sons, Inc. Philadelphia, Pa. C | 
Johnstown, New York 131 South St., Boston, Mass. Eagle-Ottawa Leather Co. kk 
Agoos Leather Companies, Inc. Beggs & Cobb, Inc. Grand Haven, Mich. Kor 
semaegie 76 South Street, Boston, Mass. Eesex Tanning Co. Pe 
Allied Kid Company Benz Kid Company Peabody, Mass. A. ( 

McNeely & Quaker City Divisions, Lynn, Mass. ; 
Philadelphia, Pa. : John R. Evans & Company Pe 
Standard Division, Boston, Mass. Brandt Leather Corporation Camden, N. J. G. | 
New Castle Division, New York, N. Y. Norwood, Mass. Rob 4. Foerd ; 100 

obert H. Foerderer, Inc. 

Amalgamated Leather Co., Inc. Burk Brothers Frankford, Philadelphia, Pa. Liew 
Wilmington, Del. Philadelphia, Pa. 20) 
William Amer Company W. D. Byron & Sons of Md., Inc. A. F. Gallun & Sons Corp. Herr 
Philadelphia, Pa. Williamsport, Md. Milwaukee, Wisc. % 
American Hide and Leather Co. Carr Leather Company Griess Pfleger Tanning Co. Lijec 
Boston, Mass. Peabody, Mass. Boston, Mass. Box 
Armour Leather Co. Colonial Tanning Co. Gutmann & Co. Marc 








Boston, Mass. Boston, Mass. 1503-1521 Webster Ave., Chicago, Ill. 
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New Colors in Ameriean Leathers 
For SPRING, 1937 
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THE TANNERS’ COUNCIL OF AMERICA 
LEATHER SHOW -—: SEP. 14-15, 1936 
BOOTH LAYOUT— 








L. H. Hamel Leather Co. 
Haverhill, Mass. 


Hiteman Leather Co., Inc. 
West Winfield, New York 

E. Hubschmann & Sons, Inc. 
Willow St., Philadelphia, Pa. 

Hunt Rankin Leather Co. 
Boston, Mass. 

|. M. Kaplan, Inc. 
122 South St., Boston, Mass. 

C. D. Kepner Leather Co. 
Boston, Mass. 

Korn Leather Company 
Peabody, Mass. 

A. C. Lawrence Leather Co. 
Peabody, Mass. 

G, Levor & Company, Inc. 
100 Gold Street, New York, N. Y. 

Lewis Leather Company 
20! South St., Boston, Mass. 


Hermann Loewenstein 
26 Ferry Street, New York, N. Y. 


Lord Tanning Company 
Box No. 279, Woburn, Mass. 


Marcus-Forscher & Co. 
93 Gold Street, N. Y. C. 


Official Opening of American Leathers for 

Spring, 1937, at the Waldorf-Astoria, New 

York, Sept. 14-15 will feature New Leathers 

and Colors of Sixty-five Exhibitors, An All- 
Time High. 


McNeely & Price Co. Scherer Leather Co. 
Philadelphia, Pa. Cudahy, Wisc. 
Mitchell & Peirson, Inc. Seton Leather Co. 
Philadelphia, Pa. Newark, N. J. 
Monarch Leather Co. Samuel Shapiro 
Chicago, Ill. 183 William Street, New York, N. Y. 
R. Neumann & Company Surpass Leather Co. 
Hoboken, New Jersey Philadelphia, Pa. 


Northwestern Leather Co. Trust Thayer Foss Company 


Boston, Mass. 20! South Street, Boston, Mass. 


The Ohio Leather Company Albert Trostel & Sons Co. 
Girard, Ohio Milwaukee, Wisc. 


John J. Riley Co. Verza Tanning Co. 
Boston, Mass. 107 Foster St., Peabody, Mass. 

Robertson, Inc. Winslow Bros. & Smith Co. 
New York, N. Y. Norwood, Mass. 


Fred Rueping Leather Co. Richard Young Company 
Fond du Lac, Wisc. 36 Spruce Street, New York, N. Y. 
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Ce-ordination Guide on Women’s Shoe and 


Leather Colors for Spring and Summer, 1937 


THE sixteen new and repeated colors listed below 
comprise the official Spring shades chosen for women’s 
shoes by the joint committee of tanners, shoe manu- 
facturers and retailers in collaboration with the Tex- 
tile Color Card Association. 

To assist the shoe and leather industries in the mer- 
chandising of these Spring shades, Margaret Hayden 
Rorke, managing director of the color organization, 
has compiled the following notes, indicating the cor- 
rect relation of each shoe color to the outstanding ad- 
vance color tendencies in costumes and accessories: 


“Pour La Ville’ 


These subtle high fashion tones for town wear, or 
as the French express it, “pour la ville,” are notable 
for their individuality and chic. They are quality colors, 
adapted to tailored or more formal shoes for wear at 
the smartest daytime rendezvous. 
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Leather 
Industry 


Ardoise Blue (new color) . . .. The increasing 
interest here and abroad in restrained shades of greyish 
overtone places this smart “ardoise” or slate blue type 
in a leading fashion position for shoes and other ac- 
cessories. A distinctive neutral complement to costumes 
in greyed blues, light Spring wine tones and other new 
reds, including the coronation type, the rose range and 
grey. Used alone or in combination with Oriental 
Oxblood, Paris Grey or russet shades, as Chaudron. 
Also a glove color. 


French Moss (new color) .... A new fashion in- 
fluence is reflected in this sophisticated mossy version 
of green. Harmonizes with similar greens in costumes 
and contrasts smartly with new Spring tones of rust, 
copper and warm brown, golden shades, the light 
vintage and rose range, purplish tones and black. Used 
alone or in combination with russet and brown shades, 
as Chaudron and Cinnamon Brown, as well as with 
Crown Gold. Also a glove color. 


Aubergine (repeated color) . . . . The high style 
acceptance of this eggplant shade during the past sea- 
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Tanners, in Cooperation With Textile Color Card Association, 
Select Shades to Speed the Sales of Men’s 


and Women’s Footwear 
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for 
SPRING 


son again brings it to the fore as a subtle darker accent 
to Spring costumes in a wide gamme of blues, including 
the smart slate and smoke type, violet and purplish 
tones, greens and greys. The significance of purple 
in the coronation scheme also gives added prestige to 
this smart shade. 

The above three colors are especially adapted to 
smooth-surfaced leathers. In sueded types, they also 
constitute high style color notes for the sports shoe, 
alone or in combination with another shade. 


Chaudron (repeated color) .... The great impor- 
tance of this popular copper or russet shade reasserts 
itself in Spring accessories. Continues as a swank ac- 
cent to tailored costumes, especially in navy, grey, 
green, rust or black. Used alone or in combination with 
Marine Blue, French Moss, Araby Green or black. 
Retains its smartness for sports shoes in combination 
with Crown Gold or white. Also a glove color. 


Spanish Tan (repeated color) . . . . Remains a 
favored lighter rendition of the important russet range 
in leathers. Especially effective as a complement to 
tailored costumes in navy, grey or English mixtures. 
Used alone or in combination with French Moss, Araby 
green, Marrona, Marine Blue or black. Also combined 
with white or Crown Gold in sports shoes, 


Cinnamon Brown (repeated color) . . . . The de- 
cided preference for warm, lively versions of brown 
in textiles and accessories again places emphasis upon 
this rich, spicy tone. Besides harmonizing with Spring 
costume browns, it also keys with greens, warm beiges, 
tusts and brilliant hues. Used alone or in combina- 
tion with Longhamps Beige or French Moss. 


Marrona (repeated color) .... This warm medium 
shade maintains its strong position as the most widely 


accepted brown for volume business. Used alone or in 
combination with Longchamps Beige or Spanish Tan. 
Also a glove color. 


Longchamps Beige (new color) . . .. The in- 
creasing interest in beige as a costume and glove range 
focuses attention upon this shade for shoes and elevates 
it from the status of a purely combining color. Can 
be used alone and is also adaptable for combination 
with russet shades, as Chaudron and Spanish Tan, 
greens, as French Moss and Araby Green, also Mar- 
rona, Marine Blue, Oriental Oxblood or black. 


Marine Blue (repeated color) . ... Because of the 
continued emphasis on the blue range in costumes and 
accessories, this classic navy remains important for 
volume business. Used alone or in combination with 
russet hues, as Spanish Tan and Chaudron, also with 
Paris Grey. Marine Blue combined with white retains 
its smartness for sports shoes. Also a glove color. 


Oriental Oxblood (repeated color) .. . . Again 
recommended as a smart swagger accent to tailored 
costumes in grey, navy, black or English mixtures. Also 
used for sports shoes in combination with white. Has 
added recognition this season because of the promi- 
nence of red as a coronation theme. Also a glove color. 


Paris Grey (repeated color) . . .. This neutral 
tone is retained as the best type of Spring grey for 
staple purposes. Used alone and in combination with 
Marine Blue, Oriental Oxblood, Aubergine or black. 


Araby Green (repeated color) . . . . Continues as 
the accepted tone for darker green leather require- 
ments. Used alone and in combination with Long- 
champs Beige or russet shades, as Chaudron and 
Spanish Tan. Also a glove color. 

[TURN TO PAGE 14], PLEASE] 
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SPRING LEATHERS AND COLORS 


Brands and Shades to Be Shown by Tanners Exhibiting 
at the Waldorf-Astoria, September 14-15, 1936 


Lists as received from tanners up to time of going to press 


THE ADAMS BUCKSKIN CO., INC. 
Genuine White Buckskin in men’s and 
women’s weight. Also Snotan 


ALLIDED KID COMPANY 


New Castle Division 

Paris Grey, No. 71 

Oxford Grey, No. 76 

Marrona Brown, No. 3N 

Ginger Brown, No. 301 

Cinnamon Brown, No. 152 

Marine Blue, No. 1330 

Blue Iris, No. 1360 

Ardoise Blue (Shadow Only) No. 
1380 

Araby Green, No. 1141 

Fern Green, No. 1143 

Oriental Oxblood, No. 1425 

Rose Mahogany, No. 1420 

Aubergine (Shadow Only) No 1050 

Harlequin Red, No. 1220 

Black 

White 

Also same colors in “Shadow” Kid 


Standard Division 
Cinnamon Brown, No. 34 
Marrona Brown, No. 132 
Longchamps Beige, No. 51 
Tawny Beige, No. 222 
Paris Grey, No. 177 
Oxford Grey, No. 176 
Blue Iris, No. 141 
Marine Blue, No. 137 
Spanish Tan, No. 121 
Fern Green, No. 166 
Harlequin Red, No. 45 
Also Dull Finish in all colors ex- 
cept 132. 


Doeskins 
Paris Grey, No. 967 
Oxford Grey, No. 973 
Chaudron, No. 913 
Ginger Brown, No. 927 
Oriental Oxblood, No. 957 
Marine Blue, No. 936 
Blue Iris, No. 980 
Ardoise Blue, No. 989 
Fern Green, No. 968 
White, No. 901 
Cream, No. 900 

Bright and Pastel Doeskins 
Tangerine, No. 903 
Chamois, No. 910 


Hialeah Red, No. 945 
Saratoga Green, No. 962 


Kelly Green, No. 965 
Lido Violet, No. 969 
Forget-me-not Blue, No. 981 
Endive Green, No. 983 
Wedgwood Blue, No. 984 
Citron Yellow, No. 987 
Opera Violet, No. 988 
Arbutus Pink, No. 996 


Lining Colors 


Parchment, No. 54 

Deep Night, No. 108 

Baby Pink, No. 109 

Apple Green, No. 111 

Mushroom, No. 123 

Baby Blue, No. 133 

Oxford Grey, No. 141 

Wisteria, No. 142 

Chartreuse Green, No. 143 

Tea Rose, No. 147 

British Tan, No. 148 

Water Lily, No. 151 

Pearl Grey, No. 180 

Eel Grey, No. 181 

Mist Grey, No. 197 
Sterling Division 

Gun Metal, No. 39 

Gold Kid 

Silver Kid 

Black Delta Kid 

Shadow 

Araby Green, No. 9 

Marine Blue, No. 12 

Marrona Brown, No. 14 


in Glaze and 


McNeely Division 


Harness Brown, No. 19 
Marrona Brown, No. 25 
Racer Brown, No. 28 
Indies Brown, No. 74 
Cinnamon Brown, No. 82 
Marine Blue, No. 88 
Midnight Blue, No. 89 
Tawny Beige, No. 66 
Quaker Division 
Harness Brown, No. 10 
Racer Brown, No. 20 
Marrona Brown, No. 24 
Indies Brown, No. 26 
Marine Blue, No. 39 
Black 
Black Silkid 


AMALGAMATED LEATHER 
COMPANIES, INC. 


Kid Colors 
Dark Brown, No. 176 


Medium Brown, No. 75 
Medium Brown, No. 75N 
Light Brown, No. 123 
Chaudron, No. 99 
Medium Blue, No. 159 
Medium Blue, No. 359 
Dark Blue, No. 259 
Burgundy, No. 265 
Medium Green, No. 640 
Bronze, No. 200 

Beige, No. 225 

Light Grey, No. 326 
Medium Grey, No. 426 

All the above colors will be shown in 
regular glazed finish and also the 
new satin finish. 

Black Satin Mat Kid 

Black Glazed Kid 

*Color No. 75—Colored Clio Kid 
*Color No. 359—Colored Clio Kid 

Both these colors* are likewise being 
shown in both glazed and satin 
finishes. 

Black Satin Clio Kid 
Black Glazed Clio Kid 
White Glazed Kid, No. 81 
White Glazed Clio, No. 81 
White Charmooz, No. 981 
Buckid, No. 982 

Full line of all shades of Lining Stock 

Full line of all colors Charmooz, in- 
cluding Black and Brown, also 
pastels. 

Complete line of genuine Reptiles, in- 
cluding all shades Calcutta Liz- 
ards and Genuine Alligators. 

All color Slipper Stock 

Genuine Gold and Silver Kid 

Amalac and Amalco Kid 


WILLIAM AMER COMPANY 


Black Glazed “King Kid” 
Black Satin “King Kid” 
White Glazed “King Kid” 
White Suede “King Kid” 


AMERICAN HIDE AND 
LEATHER COMPANY 


Rosebay Willow Calf 
In all the correct shades for Spring 
White Princess Calf 
Black Princess Calf 
Royal Calf 
Willow Calf 
Pocketbook Willow Calf 
[TURN TO PAGE 136, PLEASE | 
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point” of viLUs 
) 
Tue buyer demands two things: quality and appear- 
ance. These things must be determined by inspection. 
M. & P. materials are made to help your products 
pass that test. 

M. & P. Glazed Kid is made from the finest goat- 
skins obtainable, processed to develop and retain the 
natural grain and fine working qualities that inspire 
your craftsmanship and styling. Brilliantly finished in 


black and all desired shades, the prospective buyer is 
instantly aware of its high degree of appearance 





and quality. 

M. & P. Glazed Kid Slipper Stock, strong fibred 
and firm of texture, is produced in all of the popular 
colors in a tight waterproof finish. The outer beauty 
is a true index to its tanned-in worth. 

M. & P. Kid Linings, correctly tempered and beau- 
tifully finished in colors to blend or contrast* with 
upper stock, add the final superb detail of appearance. 

Products created from M. & P. materials need not 
fear the most critical inspection. They suit the Buyer's 
Point of View. 





*The M. & P. Lining Co-ordination Chart, as developed 
by two famous stylists, shows the most attractive color com- 
binations. Available to the trade on request. 


BOOTH 60 
TANNERS’ COUNCIL 
LEATHER EXHIBIT 

Waldorf-Astoria 


SEPTEMBER 14-15 


36th and Reed Streets PHILADELPHIA 
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Ooze Calf 
Empire Sides 
Amerigrain Elk 
Cadet Patent 


PETER BARAN & SONS, INC. 


Genuine Alligator Leather in the 
latest Spring shades. 


BAYER BROTHERS LEATHER 
COMPANY, INC. 


All various reptiles in the latest colors 
prescribed by the style for 
Spring footwear—Alligators, Cal- 
cutta Lizards, Watersnakes, etc. 

Genuine Seal in a new and attractive 
line. 


LUCIUS BEEBE & SONS, INC. 
Corona Patent Leather in Black and 
Colors. 
Corona Side Leathers in Black, White 
and Colors. 


BEGGS & COBB, INC. 


White Leathers: 
White Buck 
White Smooth and White Elk 
Dress colors in Authentic Shades 
Sport Elk in Black and colors 
Gunmetal and Patent leathers 
Shoe Splits 
Lining Splits 
Slipper Splits 


BURK BROTHERS, INC. 


Black Glazed Kid 

Dull Satin Kid 

Opal Oxide Kid— in various shades 

Opalox Kid—in various shades 

Colored Glazed Kid—in various 
shades 


CARR LEATHER COMPANY 
Suede Calf 
In all the new Spring colors. 


Carr Buck 
In all the new Spring colors. 


W. D. BYRON & SONS OF 
MARYLAND, INC. 


Chrome colored Buck Sides 
White and Colored Elk Side Leath- 
ers 
Brown and Black smooth sides 
The above will be shown in their 
sport and economy lines. 


COLONIAL TANNING 


COMPANY 


Sno- White 
Mascara, No. 99 









SPRING LEATHERS AND 
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Flaming Red, No. 101 
Clipper Blue, No. 166 
Marrona, No. 169 

Marine Blue, No. 182 
Oriental Oxblood, No. 195 
Bordeaux Wine, No. 196 
Araby Green, No. 198 
Nile Green, No. 252 

Rus, No. 257 

Indies Brown, No. 258 
China Blue, No. 263 
Chaudron, No. 277 

Shell Pink, No. 301 
Aquamarine, No. 307 
Cinnamon Brown, No. 311 
Spanish Tan, No. 312 
Baby Blue, No. 318 
Lemon Yellow, No. 349 
Goldenrod, No. 354 
Longchamps Beige, No. 367 
Barbera Wine, No. 368 
Spring Green, No. 369 
Spring Blue, No. 370 

Paris Grey, No. 371 
Country Tan, No. 382 
Medium Grey, No. 373 
Slate Blue, No. 374 

Rose Mahogany, No. 376 
Ruby Red, No. 377 

Gun Metal 


F. C. DONOVAN, INC. 
Dov and Navonod Linings 
White Doval Smooth Sides 
White Doval Buck Sides 
White Sport Elk 
Chenango, White and Colors 
Splits 
DUNGAN, HOOD & COMPANY, 
INC. 

Kid 

Black 

Brown 

Blue 

White 

Black Brazilian 

Brown Brazilian 

Blue Brazilian 
All in glazed and satin finish 


EAGLE-OTTAWA LEATHER 
COMPANY 
Men’s Eagle Calf 
Setter Brown Eagle Calf 
Bourbon Eagle Calf 
Holland Brown Eagle Calf 
Black Eagle Calf 
Black Alaric Calf 
Alaric Calf, C-12 
Alaric Calf, C-22 
New Sanwood Alaric Calf 
Eagle Spey Royal Scotch, No. 38 
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Black Eagle Spey Royal Scoch 
Black Eagle Calf Dover 

Eagle Calf Dover, No. KS-27 
Eagle Calf Dover, No. KS-110 
Eagle Calf Dover, No. KS-120 
Eagle Calf Yeoman, No. KS-139 
Black Eagle Calf Yeoman 


Women’s Avenue Calf 


Black Avenue Calf 

Holland Brown Avenue Calf 
Bourbon Avenue Calf 

Spanish Tan Avenue Calf 
Paddock Tan Avenue Calf 
Longchamps Beige Avenue Calf 


Women’s Alaric Calf 


Black Alaric Calf 

Chaudron Alaric Calf 
Marrona Alaric Calf 

Ginger Alaric Calf 
Longchamp Beige Alaric Calf 


Ottawa Elk 


Black Elk 

Elk, No. 107 

Elk, No. 110 

White 

Smoke 
Gunmetal Sides 
Wolverine Prints 
Partridge Prints 
Indian Head Patent 


ESSEX TANNING COMPANY, 
INC. 


Buck Types on Kip sides 
BONBUCK—A clear white tannage 
finished on the grain side. 
ESCOBUCK—A clear white tannage 
finished on the flesh side. 
Alligators and Lizards on calf and 
kips. 


JOHN R. EVANS AND 
COMPANY 


Ruby (black) Kid 

Brown Kid, No. 101 

Blue Kid, No. 121 

White Kid 

Evanette Suede 

Porocco (Box Kid) 

Twilite Kid 

Kid Linings in all prevailing colors 


ROBERT H. FOERDERER, INC. 


VICI Black Kid, No. 400 
VICI Brown Kid, No. 216 
VICI Blue Kid, No. 511 
They will also feature satin finish in 
black and colors. 


[TURN TO PAGE 140, PLEASE] 
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EAGLE-OTTAWA LEATHER COMPANY 
CTinnsries Grand Haver and Whitehall Michigan 


When writing advertisers please mention Boot and Shoe Recorder 









A. F. GALLUN & SONS CORP. 


Aztec 

Cretan 

Eskimo 
Norwegian 
Viking 

French Process Wax 
Baguette 

Lining 

Mogul 

Domino Mandarin 
Lido 

Milwaukee 
Creamy Albino 


Fancy Grains 


THE GRIESS-PFLEGER TANNING 
COMPANY 
Lozant Patent Sides 
Lozant Russia Sides 
Lozant Sport Elk Sides 
Lozant White Buck Sides 
Lozant Work Shoe Leathers 
Lozant Calf 
Lozant Splits 
Lozant Russia Veal Sides in colors 
No. 1121, 1122, 1159, 1174 and 
1176 as being suitable shades for 
Spring, 1937. 


GUTMANN AND COMPANY 


White and colored Shubucks 
Ski Grain for Sport Shoes 
Waterproof for Golf Shoes 
Smooth colored sides in the latest 
Spring colors. 


L. H. HAMEL LEATHER CO. 


“Nu Process” Glazed Kid 
Grey, No. 300 

Jade, No. 303 

Pink, No. 304 

Blue, No. 308 

Green, No. 309 

Yellow, No. 313 

Water Lily, No. 327 
White, No. 350 

Medium Grey, No. 356 
Medium Brown, No. 357 
Beige, No. 358 

French Grey, No. 394 


Kid-Finish Lambskins 
Grey, No. 100 
Jade, No. 103 
Pink, No. 104 
Blue, No. 108 
Green, No. 109 
Yellow, No. 113 
Water Lily, No. 127 
White, No. 150 


SPRING LEATHERS AND COLORS 
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Medium Grey, No. 156 
Medium Brown, No. 157 
Beige, No. 158 

French Grey, No. 194 


HITEMAN LEATHER COMPANY, 
INC. 
Full line of Calf leathers in the 
Spring Shades and Black. 


E. HUBSCHMAN & SONS, INC. 
Calf—All new Fall shades 


HUNT-RANKIN LEATHER CO. 


Bucko Calf 

Glace Russia Calf 
Velvetta Suede Calf 
Tailored Calf 


C. D. KEPNER LEATHER CO. 


Berkshire Calf 

Berkshire Elk, full grain and 
corrected 

Swaggerbuk—latest Spring shades 

Patent Sides in Black, White and 
Colors 

Snobuk 

Gunmetal and Colored Smooth Sides 

Sheepskins 


EDGAR S. KIEFER TANNING 
COMPANY 


Pigskin Innersoles and Counters 


A. C. LAWRENCE LEATHER CO. 
Calfskin 
Weilda (Suede)—Black and Colors 
Duro—Men’s Colors 
Juniper—Back (Men’s and Wom- 
en’s) and Colors (Women’s) 
Moda—Women’s Colors 
White Juniper—Men’s and 
Women’s 


Shoe Side Upper Leather 
Gun Metal—Black, White, Colors—- 
Sides and Kips 
Buccaneer—Black, White, Colors— 
Kip and Veals 
Nubuck—White and Cream—Kip 
and Sides 
Sheepskin 
White Barilla—Outsides 
Linings— 
White Chevrita 
Grey, No. 208 
Parchment, No. 209 
Waterlily, No. 151 
Imitation Calf 
Grey, No. 197 
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Grey, No. 182 

Fawn, No. 123 

Fawn, No. 108 

Acloslipper and Lawroslipper— 
various colors 

Shearling Cuff Stock—various 
colors 

Shearling Slipper Stock—various 
colors 


Diamond Patent 
Black, Colors, Pastel Colors and 
White 
Black and Colored Belt and Bag 
Leather 


G. LEVOR & COMPANY, INC. 


“The Whitest Whites”—White Levor 
Washable Kid and Cabrett, White 
Levor Kid Suede, Genuine White 
Buck. 


LEWIS LEATHER CO., INC. 


Genuine White China Buck 

Genuine Brazilian Jack Buck in 
White and Colors 

Central American Buckskin—White 

China Buck Splits—White 

Jack Buck Splits—White 


HERMANN LOEWENSTEIN 


“Gamuza Suede Calf” in a number of 
colors. 

“Leather-Tweed Sides” and “Leather- 
Tweed Splits,’ tan and oxford 
gray—possibly some genuine 
gazelles. 


LORD TANNING COMPANY 


Lortan Sport Elk in full grain and 
corrected kips, and in full grain 
and corrected extremes. 

Roban—smooth leather for heavy 
sport shoes and moccasins. 

Heavy Grain Leathers for men’s shoes, 
and smooth sides in black, white 
and popular colors for women’s 
shoes. 

Buck 

Patent leather in black and colors. 

Embossed leathers in popular grains. 

Splits—suede, shoe and lining splits 
in popular colors. 


McNELLY & PRICE CO. 


20th Century Glazed Kid 
20th Century Mat Kid 
20th Century Colored Kid Lining- 
Paris Grey, No. 26 
Dark Fawn, No. 28 
Light Fawn, No. 32 
Dark Fawn, No. 30 
[TURN TO PAGE 144, PLEASE | 
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Leather Industry Chooses 
Colors 


[CONTINUED FROM PAGE 133] 
Royal Colors 


Crown Gold (new color. 

King Purple (new color). 

Regal Blue (new color). 

Royal Red (new color). 

These regal colors have marked 
fashion distinction and promotional in- 
terest, because they reflect the influ- 
ence of the coming coronation of King 
Edward VIII of England. For sports 
shoes, they are used alone or in com- 
bination with each other or white. The 
brillignt blue, purple and red of this 
distinguished “royal” group are also 
smart in sandals that harmonize with 
prints or contrast with monotone cos- 
tumes. Discreet touches of these three 
tones provide a bright accent to shoes 
in neutral colors, as navy, black or 
gray. Crown Gold can be classified «as 
a new deeper and richer version of the 
popular chamois type. These four 
“Royal Colors” have also been chosen 


for gloves. 
* oe co 


Pastels 


The pastel “Bouquet Colors,” Forget- 
Me-Not Blue, Arbutus Pink and Green- 
bud, portrayed in the 1936 Spring Shoe 
and Leather Card, are agein endorsed 


for Summer shoes, alone or in combina- 
tion with each other or white. 


White 


The all-white shoe continues to be 
an important factor in Spring and Sum- 
mer merchandising. Strong fashion em- 
phasis still centers on white in com- 
bination with russet tones, as Chaudron 
and Spanish Tan, also with Marine 
Blue or Oriental Oxblood. White allied 
with one of the “Royal Colors” is a new 
high style note in sports shoes. 


Black 


All black shoes remain important for 
volume business. A significant style 
movement, however, is_ reflected in 
black combined with russet shades, as 
Chaudron or Spanish Tan, also with 
Longchamps Beige, Oriental -Oxblood 
or one of the “Royal Colors,” especially 
Regal Blue and Royal Red. 


Foot Clinic Formed 

Los ANGELES, CALIF.—The Progres- 
sive Foot Clinic has opened what the 
management terms “a progressive re- 
tail shoe business” at 722 Flower St. 
As explained: “We take a pair of bad 
feet and give them a year’s treatment. 
Included in this progressive service are 
the proper shoes, foot manipulation and 
cushion arch supports, if the latter are 
necessary.” 
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A complete line of shoes for men, 
women and children are carried. A 
doctor does the hand manipulation and 
gives electric therapeutic treatments. 
This is a new organization, founded 
the first of July by local people. 


J. C. Penney Stores in Contest 


HAILEy, IpAHO—The J. C. Penney 
store at Hailey is showing its heels 
to every other Penney store in its class 
in a recent shoe selling contest, in 
which the Hailey store stood at the 
top. Not only this, but Miss Letitia 
Rutter, head saleswoman, led the entire 
country. She and Miss Barbara Horne 
were two saleswomen in the same store 
to make the first class. Substantial 
prizes are to be awarded. Manager 
Hansen is exceedingly proud of his 
store’s record and says it not only re- 
flects the better business conditions but 
good work on the part of his store force. 


Shoe Company Incorporated 


HAMMOND, IND.—Articles of incor- 
poration have been filed at Indian- 
apolis for Lloyds Shoes, Inc., 5141 Hoh- 
man Street, this city, with Lloyd I. 
Love, 707 144th Street, East Chicago, 
Ind., as the resident agent. The capi- 
tal stock consists of 30 shares of $100 
par value. The incorporators of the 
retail shoe firm are Norman A. Tapper, 
Lloyd I. Love, and Roland J. Tapper. 





‘Kid Kid for Spring 











“BOOT AND SHOE RECORDER, September 5, 1936 Page 143 


SATIN KID in COLORS—GLAZED KID— 


CHARMOOZ KID, to fit the feminine mood of 
Fashion. 
The vogue for Color will be undiminished. 
Palm Beach will glow Coronation Colors in 
holiday mood, with Charmooz Kid colors very 
important in sandals. 
WHITE will repeat the tremendous success of 
the 1936 season. White Buckid promises even ye: 
greater popularity than it won in 1936. Amal 
In Color, Marine Blue Kid No. 159, and Veorork 
Charmooz Blue No. 959, followed by lighter white) 
shades of blue will dominate the fashion picture, 


with emphasis on Blue Footwear. 
Marrona Brown Kid No. 123 in Satin or 
Glazed finish will maintain the classic brown, 
followed by Chaudron 193 Kid and Charmooz 
No. 921. The newest color child is a lovely 


«cafe au lait”—a very light creamy coffee shade 
in Charmooz Kid No. 946 and Kid No. 146. 
Dainty shoes with tips, foxings and heels of 

_ baby lizard will appear in tailored types. Black 
lizard on Beige Charmooz and on Buckid are new 
‘combinations. Amalcos, Amalacs, Gold and Silver 
Kid and Genuine Lizards will be shown with a 
full line of Kid and Charmooz Colors in Booth 
No. 53 at the Waldorf-Astoria Leather Show. 


amated 


“Leather Companies, Ihc. 
WILMINGTON, DELAWARE 











MITCHELL & PEIRSON, INC. 
Shoe Stock Colors—Glazed Finish 


Chaudron 
Marine Blue 
Moss Green 
Cordovan 


Black 
“Veltone” Kid 
Chaudron 


Marine Blue 
Moss Green 


Slipper Stock Colors 
Red 


Brown 
Green 
Burgundy 
Light Blue 
Dark Blue 


Lining Stock Colors 
Water-Lily 
Parchment 
Egg Shell 
Pearl Gray 
Fawn 
Beigé 
Battle Ship Gray 


MONARCH LEATHER 
COMPANY 


Dress Shoe and Sport Upper Leather 
in all Spring colors. 


R. NEUMANN & COMPANY 


Genuine Seal 

Genuine Buffalo 

Genuine Morocco 

Fancy and Staple Calfskins 


NORTHWESTERN LEATHER 
COMPANY TRUST 


Deerskin—High grade elk leathers in 
white and colors. 

Elko—Sport elk leathers in white and 
colors. 

Sootan—Heavy sport elk leathers in 
white and colors. 

Russide—Dress leathers in white and 
colors. 

White buck sides. 

Snoboot—Heavy waterproof leather 
for winter sports footwear. 

Splits—Lining, slipper and suedes. 


THE OHIO LEATHER COMPANY 


Kafforite—high-grade, light weight. 
women’s calf in all the selected 
Spring Colors. 

Kozy Calf—An auxiliary line to Kaf- 







SPRING LEATHERS AND COLORS 
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forite, containing a full range of 

basic colors for the volume demand. 

Fancy Embossed Calf Leathers—new 
spring colors in Mexican Baby alli- 
gator, Mexican alligator, Ganges 
lizard, and several other popular 
designs. 

Luxor—Men’s style colored calf leath- 
ers for quality footwear in the 
adopted shades—Saddle Tan, Bridle 
Tan, Colt Brown, Bourbon, Racer 
Brown, Harness Brown, including a 
number of other demanded colors. 

Dressy Sport—the outstanding sport 
leather for men’s shoes, in a full 
range of Beiges, Greys and light 
tans, also white. 

Washette—the original washable calf 
in white for men and women, also 
sport colors for men. 

Black Jetta—Jill Jetta for women: 

Jack Jetta for men. 


FRED RUEPING LEATHER 
CO., INC. 


Anoka Calf 

Seminole Mellow Calf 
Kin Kin Veal Sides 
Kin Kin Kip Sides 
Kankakee Veal Sides 
Kankakee Kip Sides 
Sides, No. 700 
Mohawk, Kip Sides 
Hiawatha Kip Sides 
Rue Buck 

Plated Grain 
Alligator Grain 
Angora Splits 

Ooze Splits 
Thornproof Splits 


SCHERER LEATHER COMPANY 


White Buck 

Cream Buck 

Sport Elk Sides 

Extreme Elk Sides 

Dress Sides 

Black and Colored Calf 

Fancy leather for Pocketbook Trade 
Lining leathers 


SETON LEATHER COMPANY 


White and Cream Zephyr Buck. 
Patent Leather in all the new Spring 
colors, as well as Black and 

White. 


SAMUEL SHAPIRO 


Hygrade Suede Calf, in new Spring 
Shades— including White. 
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in new Spring 
Shades—including White. 

Full line of Chrome Tanned Genuine 
Pigskins. 


SURPASS LEATHER CO. 


New Phantom Kid 
(A kid with a dull but rich finish in 
both blacks and colors.) * 


ALBERT TROSTEL & SONS 
COMPANY 


Nubian Calf—Black calf in all 
weights. 

Fairfac Calf—Men’s colored calf. 

Trostan Calf—Women’s colored calf. 

Trosco Calf—Women’s Sport Calf. 

Wales Calf—Natural back calf for un- 
lined shoes. 

Pochete Calf-Bagotan Calf—Handbag 
Leathers. 

Esquire Calf—Men’s special soft calf. 

Mellotan-Melograin—Women’s special 
soft calf. 


VERZA TANNING COMPANY 


Velskin Calf 
Salem Board—Black, Brown, Blue 
Smooth Grain— 

Chaudron, Spanish Tan, Marine 
Blue, Caramel Brown, Marrona. 
White, Mat. 

Suede—White, Paris 
champs Beige. 


WINSLOW BROTHERS & SMITH 
COMPANY 


Novelty Leathers for shoe and slipper 
uppers. 

Shoe linings—chrome and vegetable, 
in all popular colors and white. 

Garment Leathers—In smooth and 
embossed grains and suedes. 

Glove Leathers—In all popular 
shades. 

Colored Suedes—For belt and novelty 
work, 

Embossed Grains—For 
leather novelties. 
Shearlings—In bark and alum tan- 

nages. 
Textile Leathers—In calf and sheep. 


RICHARD YOUNG COMPANY 


White Thruout Buck Finish Kan- 
garoo 

Genuine White Buck 

Colored Kid Linings 

Ryco Lambskins 


Grey, Long- 


bags and 

















CARR BUCK 


The quality of Carr Suede Calf and of Carr Buck 
cialization in the exclusive production of suede 
suedes provide that balance of desirable 
wearing, better selling shoes. As Suede 
CARR’S— it pays in every way. 


ON DISPLAY 
OFFICIAL OPENING 
AMERICAN LEATHERS 
SEPT. 14-15-16 


2, nae 


PRO 


paired 


PEABODY 














is the cumulative result of 38 years of spe- 
finished leathers. It is natural that Carr 
qualities which make better looking, better 


‘is indicated in the Spring picture, specify 


SHOE MODEL 
ORIGINATED BY 
UNITED SHOE 
PATTERN CO. 
BOSTON 


MASSACHUSETTS 
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THE CORONATION 


motional peg on which to hang their 
British toppers. But when asked what 
types of shoes they hope to sell in these 
coronation shops, which they say will 
be seen in America in the Spring, they 
were forced to admit that in all prob- 
ability types promoted would be the 
traditional English brogue of sturdy 
workmanship. Possibly, too, a strap 
monk—of the kind the king is cur- 
rently wearing with absolute disregard 
for the type of suit or the occasion— 
much to the consternation of English 
and American fashion writers. They 
refuse to believe their eyes and camera 
lenses and accordingly just ignore the 
matter. Beyond these two shoes they 
have little fashion information and 
this coronation trend, if it does effect 
American fashion at all, will stimu- 
late the business in the accepted cus- 
tom English types. There are possi- 
bilities for the coronation as a piece 
of promotion for accepted British and 
American styles; but as a source of 
shoe fashions, unless something really 
sensational develops in the next five or 
six months (and of which there is no 
present indication), its effect will be 
hardly noticeable. 

In England, all good men’s style, at 
least in theory, finds its origin in the 
“Bespoke” business. This means that 
any style or fashion feature in a shoe 
must be seen in the “Bespoke” trade 
first—before it has any authentic fash- 
ion acceptance. This is at least the 
theory on which the English fashion is 
predicated. Whether or not it is true 
in fact, is open to argument. If it be 
true, it is a very decadent situation— 
if for the following reasons alone. The 
proudest of the English retailers, to 
whom tradition is everything, admit 
that in London today the “Bespoke” 
(hand made in a custom shop) busi- 
ness is not all that it should be. It 
doesn’t seem that this business is 
economically sound enough nor nu- 
merically large enough to sponsor any 
real broad style movement at this date. 
The few strictly “Bespoke” shoemakers 
left in London are too busy making 
good English sturdy types and striv- 
ing too hard to keep their legitimate 
business, to experiment with any novel- 
ties that are—a few years later, per- 
haps—sure to make money for Ameri- 
can manufacturers . .. unless they 
are well paid for it. 

There is a lot of mis-information 
coming out of London today. Retailers 
would be greatly surprised if they saw 
the limited number of types and 
leathers that Englishmen are wearing, 
regardless of how well-dressed they 
may be. In a word, he would look 
twice at any novelty or style idea that 
carried the phrase: “All the English 
crowd ‘is wearing it.” 

Many of the shoes that are volume 
here, and in fact on their way out, are 
just breaking in England, that is, just 
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breaking in the manufacturers’ lines. 
Styles you are selling today, as sure- 
fire English fashions, may sell over 
there in volume a year or two or three 
years hence—depending upon the num- 
ber of college boy tourists who go to 
London during that period. 

For example, a killing was being 
made by a large London retailer this 
Summer on the Jai-Alai shoe, so popu- 
lar here about three years ago. Con- 
versely, the Norwegian type shoe, given 
us by our fashion authorities as “the 
smartest English sport shoe,” is—be- 
sides being a very popular sport shoe 
since some time in the early 1920's, 
the universal street shoe of the mid- 
dle-class London clerk and _ office 
worker. Although they are volume for 
a number of English factories, they 
look just as smart on the street as 
they would at St. Andrews. Inciden- 
tally, the daddy of all these shoes was 
a shoe made by Lotus during the war 
and of which they sold seventy thou- 
sand pairs to the British army. 

As to correct colors in leathers . . 
here too, London has been the victim 
of a none-too-authentic promotion. For 
example, there is a style story current 
in America now that the only correct 
shade for a well-dressed man to wear 
in his shoes is dark red. Why this 
color should be chosen is difficult to 
say. With the American tanners doing 
such a splendid job in producing the 
wide variety of browns, to help retailers 


‘sell more shoes, for some unknown rea- 
son, a story starts that there is only 
one correct brown. The thought fol- 
lows that a well-dressed man, should 
he be unfortunate enough to get a 
pair of shoes in the lighter brown 
shades that have taken months of re- 
search to produce, he must promptly 
have them shined a dark red to satisfy 
the whim of some fashion writer. Let 
it be known that one of the most popu- 
lar leathers, both in the English cus- 
tom grades and in volume, is a very 
light brown Russia calf. It is true 
that English leathers do not have the 
wide variety of color and texture to 
be seen in American shoes. However, 
they are striving toward exactly the 
same variety that is coming in for 
criticism of the above type. 

The shoes illustrated are authentic 
types seen in London and are shoes 
that are now going through English 
factories for English and American 
consumption. You will notice that they 
are all types fairly familiar to Amer- 
ican retailers. The trend is toward 
squarer-looking lasts and patterns. If, 
as a well-known English shoeman said, 
there should be an English invasion 
of America on this coronation promo- 
tion, and it is not very likely, these 
are the kind of shoes they would un- 
doubtedly send across. If some of your 
pet English shoes are not represented, 
I can only say that these are the shoes 
as I saw them. 





"Shadow Kid" in New 
Dull Colors 


New York.—“Shadow Kid,” a new 
dulled edition of kidskin, appears to 
be one of the most promising leathers 
of the Autumn “second run” and the 
coming Spring season, according to 
Rhea Nichols of Allied Kid Company. 
“Shadow Kid,” which was originated 
and is copyrighted by Allied Kid Com- 
pany, is now available in twelve colors, 
including black. 

Since last March, when this leather 
was introduced as “Shadow Kid” inter- 
est has grown steadily. New Castle 
Division, which was first to develop it, 
has greatly increased production, and 
the growing demand for it has led to 
production by Standard, Quaker City, 
McNeely and Sterling Divisions of 
Allied Kid Company. The copyright 
covers the word, “Shadow,” as applied 
to all leathers. 


Says Kid and Fabric Will 
Follow Suede 


Fort WortH, Tex.—Suedes are the 
whole story in shoe sales in all leading 
shoe departments in Fort Worth. All 
the stores are talking them up big be- 
cause the stocks of most of the stores 
consist largely of suedes. 


According to W. A. Harris, at Wash- 
er Bros. in Fort Worth, black suedes 
are leading with him, although he says 
the hot weather has held up sales some- 
what. Next to blacks, blues and grays 
are getting some response from Har- 
ris’s customers, while browns are lead- 
ing for sport shoes. Mr. Harris is 
going to feature suedes for the next 
90 days. 

M. A. (Gus) Daniel, Walk-Over 
district manager, with headquarters at 
Stripling’s Shoe department in Fort 
Worth, is of the opinion that 65 per 
cent of his sales of suede shoes this 
Fall will be blacks; 25 per cent browns; 
and the other 10 per cent divided be- 
tween Dubonnet and greens. The 
dressier suede shoes at Stripling’s are 
trimmed in patent, calf or reptile. The 
shoes with buttons are especially 
popular, according to Mr. Daniel. The 
best sellers have high fronts. Mr. 
Daniel, too, is going to feature suedes 
exclusively until November 15, when 
the smooth leathers—kids, etc., and 
fabrics—will take the spotlight. 


Shoe Store Sells Razors 


DetRoIT, MicH.—A new small razor, 
designed for use in shaving callouses 
and corns, has been a successful item at 
R. H. Fyfe and Company. Five dozen 
were sold in two weeks. 
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LEATHER 


WHITE THRUOUT GENUINE BUCK 
WHITE THRUOUT BUCK FINISH KANGAROO 
GLAZED BLACK GENUINE KANGAROO 

- COLORED KID 


for Outsides, Slippers & Linings 


COLORED LAMBSKIN LININGS 


WHITE LAMBSKINS 
for Outside & Linings 














SPECIFY RYCO LEATHERS IN YOUR 
SHOES 


For RYCO gives you complete assurance 
of unchallenged quality. The country's 
leading retailers insist on RYCO LEATH- 
ERS. You will win customers with RYCO 
LEATHERS. 

















RICHARD YOUNG COMPANY 


36-38 SPRUCE ST.NEW YORK NY. 
BRANCHES BOSTON CHICAGO ST.LOUIS MILWAUKEE 


When writing advertisers please mention Boot and Shoe Recorder 
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High Styles for Spring 
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browns, combinations with tan look 
promising, with a very few all-browns 
for dressier types. All dark brown 
shoes were extremely limited last 
Spring. Beige with brown proved sal- 
able with the I. Miller stores, who 
introduced it at a strategic moment— 
after the darks and before whites, and 
who believe that there is a place for 
such a transitional shoe in next 
Spring’s picture. 

All the way up and down the price- 
scale, all-white was so much more im- 
portant than color or white with color, 
that all white will be the major invest- 
ment of every merchant for the next 
resort season and Summer. Blue with 
white came up in combinations. What- 
ever promotion there is of colorful 
shoes should, they agree, be done early. 
We find that several uptown stores 
found runners up to white in dark 
shoes, which were worn by many smart 
women with light or sheer dark clothes 
all through the Summer. 


Roll Call of Materials 
The new thought here is kid 


in its new, dulled-down finishes. The 
enthusiasm of high-style houses for 
this leather is not so much based on 
last Summer’s experience, as it is on 
their successful styling of kid for the 
second run shoes of this Fall. With 
the best designers turning out striking 
new models in this leather, there is 
no doubt that kid shoes can be made 
dramatic. Saks Fifth Avenue will be 
one of the strongest sponsors of this 
new kidskin. 

Last season’s experience points to 
fabric as the most important material. 
Calfskin and patent for next Spring 
are also in the picture, with calf indi- 
cated as the natural leather for tan 
shoes; and patent important in black 
and to a lesser degree in navy. Re- 
verse calf continues for country shoes 
—as Joe Minco says, “like sugar in 
the grocery store.” It will not be used 
as much as before in shoes for town 
wear, its scope, therefore, becomes 
more limited. In reverse calf, the grow- 
ing importance of black and navy and 
the decrease in brown is another sign- 
post. 


Summer Suede Prospect 


Herman Schaffer says he would like 
to put over a Summer suede, if enough 
merchants would join him on the band- 
wagon. He believes that there is a 
place for a light nap-finish leather in 
the Spring. Linen shoes, when Sum- 
mer came last year, were a conspicu- 
ous success. A few merchants were 
successful with colored patents—Saks 
Fifth Avenue and Slater’s did well 
with them. Farther down the avenue, 
merchants found that the Summer per- 


Last and Heel Interest 


We find much interest in lasts from 
the fitting angle—almost none from 
the novelty angle, with the square toe 
conceded a limited place in sports 
shoes. Good wood with a broad tread, 
yes. But tricks. . . . No. Herman 
Schaffer says he’ll be perfectly happy 
if no one brings him any new sil- 
houettes in lasts for many months. 
And that opinion is general—although 
Saks Fifth Avenue will continue to 
feature the walled last Valkyrie series. 
The trend in heels, we find, is generally 
to a lower high heel, averaging 17/8, 
which will combine grace with comfort, 
with a few dissenters who will intro- 
duce a few extremely high heels in 
dressy models. 


Pattern Trends 


In shoe silhouettes, we find two 
schools of thought. One uptown fac- 
tion says let’s get away from the 
covered instep and back to pumps and 
step-ins, the most flattering shoes a 
woman can wear. Delman is one who 
believes in “less shoe” for Summer— 
a definite seasonal break in silhouette. 
The other faction argues that the high 
line is still the smart line, given new 
expression as in the models with freer 
forepart that Seymour Troy has de- 
signed, or as in Helen Kozak’s new 
flared treatments. But almost every 
merchant we interviewed has noticed 
an increase in step-ins and trimmed 
pumps . and that increase is 
something to be watched. 

Another important pattern develop- 
ment was the slacking off of spectator 
types—oxfords, pumps and straps— 
in favor of sandals for country wear. 
The high fashion stores realize that 
this trend plays into the hands of the 
cheaper stores, unless outstanding new 
sandals are produced in the better 
grades. The high style designers have 
accepted the challenge—they will pro- 
duce outstanding sandals. And there is 
no longer any attempt on the part of 
these stores to fight the open toe and 
heel. It scored this past Summer in 


the most expensive shoes. Its comfort, 
coolness and attractiveness have en- 
trenched it with women. It will un- 
doubtedly continue. In fact, the great- 
est open toe season yet seen is antici- 
pated for the coming Summer. 


, 


formance of patent did not altogether 
live up to its sensational Palm Beach 
promise. These merchants will be con- 
servative in approaching such a novelty 
for another season. There are rumors 
that kidskin in colors, taking a cue 
from Schiaparelli’s sponsorship in her 
last opening, may be a possibility for 
next Summer’s afternoon and evening 
shoes. 
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For permanence in_ innersoles 
there is one safe and sure 
answer — GENUINE NEWFLEX 
PICSKIN INNERSOLES. The 


innersole can make or break the 
best shoe made—so why take 
chances with inferior products. 
Special processes used in the 


tanning of these innersoles does 
away with all possibilities of 
body acids, heat, and friction 
having any damaging effects on 
them. For the entire life of 
the shoe GENUINE NEWFLEX 
PIGSKIN INNERSOLES will re- 
main as smooth, mellow and 
supple as the day they were 
sold. Perspiration is absorbed 
rapidly, permitting the feet to 
breathe freely, yet the inner- 
soles will not wrinkle, crack or 
lose their shape. They are 
permanent. 


PROMOTE FOOT HEALTH 


WITH GENUINE NEWFLEX 
PIGSKIN INNERSOLES. 





Wr 


4 
tM“ 


NEWFLEX 


PU OA. 


INNERSOLES 


COUNTERS 


WELTING 


EDGAR §- KIEFER 


TANNING COMPANY 
Tanneries e Grand Rapids, Michigan 
Sales Department 
223 W. Lake Street, Chicago, Illinois 
Boston Office: Lyman P. Gutterson, 

42 Lincoln Street. | Telephone Liberty |206 
Write for Newflex Pigskin 
samples and convince yourself. 
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BARNET 


LEATHERS 


FOR 
SPRING 








White 
Authentic 
Spring 
Shades 
White 











WOMEN'S MEN'S 
China White Suede Thorobred Calf 
Barnet Suede Brawnie Calf 
Gloria Calf Thorobred Sport 


White 
Authentic 
Spring 
Shades 


White BOOTH NO. 20 — WALDORF-ASTORIA 
SEPT. 14-15 


J. S$. BARNET & SONS, INC. 


75 South St., Boston Tanneries: Lynn, Mass. 
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Specify AMERICAN Leathers 
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Know your leathers and you 
will be better equipped to buy 
the shoes that you can sell suc- 
cessfully and profitably. Read 
the advertisements of the tan- 
ners in BOOT AND SHOE 
RECORDER. See the new 
Spring leathers on display at 
the Waldorf-Astoria, New York, 
September 14-15. Then select 
from the lists and advertise- 
ments in this section the leathers 
and colors in which you are in- 
terested. Note the numbers 
opposite the tanners' names on 
this and the following page and 
check on the coupon below the 
numbers of tanners from whom 
you would like to receive 
swatches. Please indicate wheth- 
er you desire swatches for 
Men's or Women's Shoes. Mail 
the coupon to BOOT AND 
SHOE RECORDER and we will 
do the rest. 











SHOE 


1—Adams Buckskin Co., Inc. 


Johnstown, New-York 


2—Agoos Leather Companies, Inc. 
Boston, Mass. 


3—Allied Kid Company 
McNeely Division & Quaker City Divisions, Philadel- 
phia, Pa. i 
Standard Division, Boston, Mass. 
New Castle Division, New York, N. Y. 


4—Amalgamated Leather Co., Inc. 


Wilmington, Del. 


5—William Amer Company 
Philadelphia, Pa. 


6—American Hide and Leather Co. 


Boston, Mass. 


7—Armour Leather Co. 
Boston, Mass. 


8—Peter Baran & Sons, Inc. 
Harrison, N. J. 


9—J.S. Barnet & Sons, Inc. 


Boston, Mass. 
10—Barrett & Company 


49 Vesey St., Newark, N. J. 


| 1—Bayer Bros. Leather Co., Inc. 
New York, N. Y. 


12—Lucius Beebe & Sons, Inc. 
131 South St., Boston, Mass. 


13—Beggs & Cobb, Inc. 


76 South Street, Boston, Mass. 


14—Benz Kid Company 


Lynn, Mass. 





BOOT and SHOE 
RECORDER 
239 West 39th Street 
New York City 
Leather Service Section 


Address 





| am interested in the leathers and colors of the following lines. Please send me 
swatches and information on the checked numbers. 


[1—2—3—4—5—6—7—8 —9 — 10— 11 — 12 — 13 — 14 — 15 — 16 — 17 — “18 — 19 
20 — 21 ni Si en i Be hw oe a oS a Be 1 6 
37 — 38 — 39 — 40 — 41 — 42 — 43 — 44 —45 — 46 — 47 — 48 — 49 — 50 — 51 — 52 — 53 
54 — 55 — 56 — 57 — 58 — 59 — 60 — 61 — 62 

I should like these leathers for Men’s Shoes (_| 


Name (Print) .............. 


(Attach business card or letter-head) 


for Women’s Shoes (] 
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A Sample Service for 


RECORDER Readers 


|5—Brandt Leather Corporation 


Norwood, Mass. 


16—Burk Brothers 
Philedelphia, Pa. 


{7—W. D. Byron & Sons of Md., Inc. 


Williamsport, Md. 


|8—Carr Leather Company 
Peabody, Mass. 


19——Colonial Tanning Co. 


Boston, Mass. 


20—Creese & Cook Co., Inc. 


Danvers, Mass. 


21—Dimond Kid Company, Inc. 


Boston, Mass. 


22—F. C. Donovan, Inc. 


Boston, Mass. 


23—Dungan, Hood & Co., Inc. 
Philadelphia, Pa. 


24—Eagle-Ottawa Leather Co. 
Grand Haven, Mich. 


25—Essex Tanning Co. 
Peabody, Mass. 


26—John R. Evans & Company 
Camden, N. J. 


27—Robert H. Foerderer, Inc. 
Frankford, Philadelphia, Pa. 


28—A. F. Gallun & Sons Corp. 


Milwaukee, Wisc. 


29—Goniprow Kid Company, Inc. 


Lynn, Mass. 


30—Griess Pfleger Tanning Co. 


Boston, Mass. 


31—Gutmann & Co. 


1503-1521 Webster Ave., Chicago, Ill. 


32—L. H. Hamel Leather Co. 


Haverhill, Mass. 


33—Hiteman Leather Co., Inc. 
West Winfield, New York 


34—E. Hubschmann & Sons, Inc. 


Willow St., Philadelphia, Pa. 


35—Hunt Rankin Leather Co. 


Boston, Mass. 


36—I. M. Kaplan, Inc. 
122 South St., Boston, Mass. 


37—C. D. Kepner Leather Co. 


Boston, Mass. 


38—Korn Leather Company 
Peabody, Mass. 


39—A. C. Lawrence Leather Co. 
Peabody, Mass. 





40—G. Levor & Company, Inc. 
100 Gold Street, New York, N. Y. 


41—Lewis Leather Company 
201 South St., Boston, Mass. 


42-—Hermann Loewenstein 
26 Ferry Street, New York, N. Y. 


43—Lord Tanning Company 
Box No. 279, Woburn, Mass. 


44—DMarcus-Forscher & Co. 
93 Gold Street, N.Y.C. 


45—McNeely & Price Co. 
Philadelphia, Pa. 


46—Mitchell & Peirson, Inc. 
Philadelphia, Pa. 


47—Monarch Leather Co. 
Chicago, Ill. 


48—R. Neumann & Company 


Hoboken, New Jersey 


49—Northwestern Leather Co. Trust 


Boston, Mass. 


50—The Ohio Leather Company 
Girard, Ohio 


51—John J. Riley Co. 


Boston, Mass. 


52—Robertson, Inc. 
New York, N. Y. 


53—Fred Rueping Leather Co. 
Fond du Lac, Wisc. 


54—Scherer Leather Co. 
Cudahy, Wisc. 


55—Seton Leather Co. 
Newark, N. J. 


56—Samuel Shapiro 
183 William Street, New York, N. Y. 


57—Surpass Leather Co. 
Philadelphia, Pa. 


58—Thayer Foss Company 


201 South Street, Boston, Mass. 


59—Albert Trostel & Sons Co. 


Milwaukee, Wisc. 


60—Verza Tanning Co. 


107 Foster St., Peabody, Mass. 


61—Winslow Bros. & Smith Co. 


Norwood, Mass. 


62—Richard Young Company 
36 Spruce Street, New York, N. Y. 


63—Edgar S. Kiefer 
223 W. Lake St., Chicago, Ill. 
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It’s not saying anything 
new, of course, to say that real 
profits in today’s shoe stores are in 
proportion not to the number of pennies shaved off 
at the purchasing end, but to the turnover of stock 
and the number of satisfied customers. But it’s 
worth reemphasis. Smart, successful Buyers of 
today have a keen appreciation of Sales problems— 
cooperate with Sales. 


Shoes of Kangaroo leather have proved themselves 
real factors in sales successes. They give the re- 
tailer a greater per pair profit; a consistent, day- 
in-and-day-out sales volume; a steadily growing list 
of satisfied, enthusiastic customers. What arresting, 
attention-getting displays and advertising can be 
woven around the story of the “strange animal 
from ’way down under!” What a sound, convinc- 
ing sales presentation can be made to those men 
whose interest is aroused! 


And how shoes of genuine Kangaroo deliver! Kan- 
garoo leather is 17% stronger, weight for weight, 
than any other leather tanned. It is light in weight 
and pliable, as tough as rhino and as soft as fine 
kid (a comfort combination that means real foot- 
happiness as well as long wear). Its tight, even 
grain takes a brilliant, lustrous polish. 


But remember: only genuine Kangaroo has the 
characteristics that keep on selling the shoes and 
the store. And “kangaroo horse,” “kangaroo 
sides,” and “kangaroo calf” are not Kangaroo. 


GENUINE (SURPASS LEATHER CO. mu 


TANNED IN AMERICA \ZIEGEL EISMAN & CO. sos: 
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ALEEED KED 
Company 


Official Colors in “Shadow Kid” 


"Shadow Kid," originated by New Castle, protected by copy- 
right, is now available in all divisions of Allied Kid Company. 


Quaker City 

New Castle Standard Silkid McNeely Sterling 
Marrona Brown... Color3N-D Color ... Color 24 Color 25 
Ginger Brown Color 301D DR ery Pes 
Cinnamon Brown. . 152D cox 82 
Indies Brown 172D 74 
Paris Gray....... 71D 
Oxford Gray 76D 
Longchamps Beige. 920D 
Marine Blue 1330D 
Blue Iris 1360D 
Horizon Blue 1380D 
Ardoise (Slate) Blue 1390D 
Araby Green .. . 1141D 
Moss Green 1143D 
Oriental Oxblood. . 1425D 
Rose Mahogany. .. 1420D 
Aubergine 1050D 
Harlequin Red .... 1220D ers Beta Ses 
White Black Black 


These leathers on display at Booths 22, 23 and 24. 
Official Opening of American leathers for Spring and Sum- 
mer—1937, Hotel Waldorf-Astoria, September 14-15, 1936. 


























































































































Com: (Ine.), Chestnut and 56th Sts., Philadelphia, Pa. Entered 1 
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1330—Gun Metal Bal, Oak Sole, Rubber 
Heel, McKay. Sizes 6/I1...... $1.47), 


1301—Gun Metal Bal, Composition Sole, 
Rubber Heel, McKay. Sizes-6/11..$1.40 


1317—Gun Metal Bal, Composition Sole, 


9/8 Rubber Heel, Double Cord Vamp.. 


| 5 PEE Fe hey ner Re $1.49 
1316—Same in Tan. 





MENS DRESS 



















1332—Gun Metal Bal, Oak Sole, 9/8 
Rubber Heel, Double Cord Vamp, McKay. 
weet GLEE os. xcs ieee ves SIA, 


1315—Gun Metal Blucher, Composition 
Sole, Leather Heel, Cord Vamp, McKay. 
ESS Eee ie mane ek Be arm $1.42!/, 


1325—Gun Metal Blucher, Composition 
Sole, Rubber Heel, McKay. Sizes 6/1! 
$1.40 





SHOES FOR FALL AND WINTER 


Up-to-the-minute styles for business and every- 
day wear, will appeal to men who demand 
really good shoes at popular prices. 


Thousands of retailers, too, will hail this smart 
line as the solution to the problem of which line 
to stock that will give the man who is living on 
a limited budget the best value for his money. 


Endicott-Johnson is genuinely proud of the 
style, distinctiveness and workmanship in these 
shoes. Merchants who feature this line will be 
proud and pleased, too, at the sales peaks they 
will reach. 


1300—Gun Metal Bal, Composition Sole, 
9/8 Rubber Heel, McKay. Sizes 6/II 
$1.40 


1309—Same in Tan. 


1302—Gun Metal Bal, Cord Vamp, Com- 
position Sole, 9/8 Rubber Heel, McKay. 
Sizes 6/12 


1331—Gun Metal Bal, Oak Sole, 9/8 
Rubber Heel, McKay. Sizes 6/11 .$1.47'/2 
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PROFIT dy giving these people 
what they want. . 
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IN GOODRICH Q) port Shoes 


WITH POSTURE FOUNDATION 





**“7 NSURANCE against flat feet!” This extra pro- MADE UNDER U.S. PATENT NO. |, 938,127 
tection, built into several models of Goodrich ; 
Sport Shoes through Posture Foundation, is the 
greatest sales appeal ever offered in canvas foot- 
wear. 
The millions of children returning to school in 


the Fall constitute a vast market for you in which to 
sell these Goodrich Sport Shoes with special 

















health features. 
Othe¢ features of Goodrich Sport Shoes are: The 
Green Hygeen Insole, Ventilated Uppers, and the 8. - GOoDRI ri co ents eg Y . 






Xtrulock Molded Process. They’re all good ex- Breaches : Md; ‘ “1; 
amples of the Goodrich policy of providing fea Sores er sa Mees es at 
cisco. Calils Wash: Sy , Utah; San Fran- 


tures people want—increasing your sales and profits. 
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WHY Health Spot Dealers 
Go to School... 


(!) to learn all about Health Spot Shoes 
(2) to learn how to become expert shoe fitters 
(3) to learn how to operate their stores profitably on a budget basis. 


The sole aim of the Orthopedic Institute School is to create specialists in the shoe 
field. When you are trained to give greater service than other dealers and to properly 
merchandise a quality line . . . you rise above competition and profit becomes auto- 
matic. (A check on volume of business done by dealers, before and after attending 
school, verifies this statement.) 


Classes are held once a month at the Orthopedic Institute, Danville, Ill. 
The one week's free course is open to all Health Spot Dealers and those 
interested in starting Health Spot Shoe Shops ... send for Curriculum and 
complete information. 


The next class will be held in Danville, October 19-23. Plan now to attend 
this great school. 


MUSEBECK SHOE COMPANY |x." 








Danville, Illinois 


Canadian Health Spot Shoes are made by the Murray Shoe Company of London, Ont.; Health Spot 
Boots by H. J, Justin & Sons of Fort Worth, Tex.; Health Spot Boys’ Shoes by Holland Shoe Co., 
Holland, Mich.; Health Spot Dress Weights by Foot-so-Port Shoes, Inc. of Rochester, N. Y. 








When writing advertisers please mention Boot and Shoe Recorder 





Page 6 BOOT AND SHOE RECORDER, September 12, 1936 


BOOT AND SHOE MEN! **** 


GET THE MOST FOR YOUR 
HOTEL DOLLAR IN NEW YORK 


Whether you come to New York regularly or 
rarely, for business or pleasure, you'll find that you 
get superior hotel accommodations for your hoteldollar 
here at the Lincoln, one of Gotham’s newest and 


largest hotels. Private passageway to all subways. 
Four short blocks from the new express highway. 


$950 $950 


from SINGLE from DOUBLE 


DOUBLE ROOMS WITH TWIN BEDS FROM $4.00 
Special rates for longer periods. Send for Booklet c. 


1400 outside rooms, each with bath and shower, cabinet radio and servidor 
.-PLUS all the advantages of a A STAR HOTEL IN NEW YORK 


FOR BUSINESS...Onc FOR DINING...3 FOR RECREATION... FOR QUIET SLEEP... 
block to Broadway and air-conditioned fine res- — Sixty-nine theatres with- High above the noisy 
Times Square, 3 blocks to taurants...the Coffee in six blocks. Four short clatter of the street, our 32 
Fifth Avenue and eight Shop, the Tavern Grill blockstoMadisonSquare _stories of fresh air and sun- 





: and Bar, and the BLUE ‘ . 
minutes to Wall Street. RO OM with dancing. Garden for sport events. shine assure you quiet rest. 


| Hated @ L N C O L N 
a 


2 hha 44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 
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BLIND YAN'S BUFF 
oe Cn Old Baying Game 


5 ‘ e ° Exaggerated? Not at all! Too true, in fact. Many 
manufacturers buy inferior cement with closed eyes . . . and wonder why their 
shoes are returned. It’s a good thing to remember that a cement-sole shoe 
is only as good as the cement that holds it together. COMPO Cement, a bril- 
liant achievement by the du Pont Laboratories, has been proved to be the one 
reliable adhesive. It’s the smallest item of cost—the biggest item of impor- 
tance. Insist that your shoes be bonded with COMPO Cement. 

Compo Shoe Machinery Corporation, Boston, Massachusetts. 


More than 157,000,000 pairs of the most successful cemented shoes have been made with Compo Cement 





|| 





* TRAVEL 
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Packed in 
JUSTIN'S 


$405 


5%—10 Days 


uality in every Stitch 


Now, the new Quality Justin Shoe—the result of years of experience, 
and experimenting to produce a shoe that has everything the wearer 
demands . . . quality materials... style .. . comfort ... and price— 
with that novel Justin innovation, the “Travel Bag.” The new 
Justin Shoes come from the factory to customer incased in soft cloth 
bags, an exclusive copyrighted Justin feature, which protect them in 
the box, give added sales appeal, and make useful containers to keep 
the customers’ shoes clean and bright when not being worn. Write 
today for more information about the Justin Shoe. 


FEATURES: Pattern—Rights and Lefts; Uppers—Ohio Leather Co.; Luxor and Jetta Silk 
Stitched; Quarter Linings—Genuine Calf; Vamp Linings—‘‘Fibre-Bonded’’; Inseams Welt Thread 
—Linen ; Insole—6% Iron Armour, Flexible, will not crack or curl; Outsole—9 Iron Kistler Bench 
Brand; Counter—Fiexo, conforms to the shape of the heel; Shank—Steel. 





H. J. JUSTIN & SONS, INC., FORT WORTH, TEXAS 


MAKERS OF COWBOY, LACE, FIELD & RIDING BOOTS AND DRESS SHOES FOR MEN. 
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